Dealers’ Magazine” 
D EVERY THURSDAY 


The Spotlight on Quality 


Any manufacturer can produce a rope that has excessive 


strength—a rope that will float almost indefinitely or make a 
rope which will have an exceptional beautiful appearance. 


But the important thing to do is to make rope day after 
day which will exceed the Bureau of Standards’strength figures 
and which will be waterproofed, rotproof, durable, perfectly 
balanced and have a fine appearance. 

Columbian has done the important thing and that is why 
Columbian Rope bought today and Columbian Rope bought 
a year from today will both be of the same high quality. 

COLUMBIAN ROPE COMPANY 


352-80 Genesee Street 
Auburn “The Cordage City” N.Y. 


Branches:— New York Chicago Boston New Orleans 
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You PLAY SAFE WHEN YOU 
RECOMMEND DUTCH BOY WHITE-LEAD 





Dutch Boy...after 4 years. Weathered, 
of course, but still in good condition, 
fully protecting surface. No cracking 
and no scaling. Do you know of any 


other paint that stands up as well? 











@ Your customers will find—many of them 
already have found—that Dutch Boy White- 
Lead paint wears and wears like the paint 
job in the photograph. After four years of 
service protecting the wood, this paint film 
is still in good condition. It still completely 
protects the surface. e Over a long period of 
years, property-owners and painters every- 
where have learned from their own experi- 
rience that Dutch Boy makes long-lasting 
paint. They know that it has the 
advantage of wearing down smooth- 
ly by gradual chalking and there- 
fore leaves an ideal surface for re- 
painting. A Dutch Boy paint job 


: does not require expensive burn- 





ing and scraping because it is not 
subject to cracking and scaling. e No won- 
der property-owners prefer pure white- 
lead paint. No wonder 8 painters in every 
10 use Dutch Boy. e Dutch Boy is sold in 
both heavy and soft paste form... in 


12%, 25, 50 Ib. pails and 100 Ib. kegs. 
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NATIONAL LEAD COMPANY 
New York, 111 Broadway—Buffalo, 116 Oak St.—Chicago, 900 West 
‘18th St. Gincirmati, 659 Freeman Avenue — Cleveland, 820 West 
Superior Avenue —St. Louis, 722 Chestnut St.—San Francisco, 2240 
24th Stréet—Boston, Natidnal-Boston Lead Co., 800 Albany Street — 
Pittsburgh, National Lead & Oil Co. of Penna., 316 Fourth Avenue 
—Philadelphia, John T. Lewis & Bros. Co., Widener Building. 


The Carter brand of pure white- 
lead is also sold by National Lead 
Co. Whether your customers pur- 
chase Carter or Dutch Boy White- 
Lead, they are assured of obtaining i 
white-lead of the highest quality. ~ 


CARTE! 
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(Printed in U. S. A.) $1.00 per year, Single copies 15c. each. Vol. 129, No. 11. 

















DON’T DECEIVE YOURSELF 


OST store managers believe that 
lighting in their stores is “all 
right” or “good enough”. Often they 
are deceiving themselves, for repeated 
tests show that many of these stores 
areinadequately orimproperly lighted. 
Be sure that out-of-date methods— 
which cause Twilight Zone* and glare, 
which definitely make it more difficult 
for clerks to sell and for customers to 
buy—are not costing you sales and 


increasing your operating expenses. 


Clerks certainly can’t do their best 


work if they can’t see well. As Man- 
agement Methods says, “Eyestrain, 


caused by glare, or by defective light- 
ing, increases fatigue and may result 
in headaches, nervous disorders, and 


other troubles.” 


* 
TWILIGHT ZONE 


The deceptive half-light be- 
tween obvious darkness and 
‘equate illumination 
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Glare obscures labels, too, and people 
won’t buy unless they can see exactly 
what they are getting. What’s more, 
in a Twilight Zone* there may be 
many things they want which they 
won’t even notice. After all, you can’t 
expect your clerks to remind them of 


everything they need. 


Every sales help is so tremendously 
important these days. Don’t run the 
risk of assuming that your store has 
enough light properly directed until 
you have checked up on it. 


Make the phone book test 
Select several places at random for 
this simple test. In each case, take 
the phone book to spots where your 
clerks and customers have to stand. 


Open the book and read it. 





Can you read every word and num- 
ber with perfect ease? If you can’t— 
if you have to slow up, squint, and 
hold the book nearer your eyes— 
your clerks are not getting enough 
light to serve your customers well 
and your customers can’t see how 


good your merchandise really is. 


Rid your store of Twilight Zones* by 
putting your lighting on a scientific 
basis. Don’t let glare and insufficient 
light keep on ham-stringing your 


profits. 
Send for free bulletins 


Write the Commercial Engineering Dept., 
Bureau 51, Westinghouse Lamp Co., 171 
Broadway, New York City, 
and we shall be glad to send 
you full details on how to rid 
your store of Twilight Zones.* 





2 If you are not already handling them, investigate 


/ Do you sell lamps: the profitable Westinghouse lamp franchise at once. 





Westinghouse Mazda Lamps 





Ask yourself : - 


‘Whaes ™ 


Correct Answer means 
Growing Business 


for You 


Folks must cook — must keep warm. They will buy stoves in 1932 ...’33...’34... 
It’s a growing business for the merchant who goes after it. One sale leads to another, 
not alone in stoves and heaters, but in kitchen utensils and furniture. Each year shows 


bigger volume, better turnover, larger net profits . . . > 






You will make money in Stoves with the FLORENCE LINE because it brings you: 


1. A name famous for more than half a and living-room heaters 
century, nationally advertised, accepted Gas: Console and Table Top Ranges 
everywhere. Electricity : Cabinet and Console Ranges 
2. A complete line for 3. Up-to-the-minute improvements. 
Kerosene: Wickless and Wick Stoves, 


Heaters 4. Sales Helps that really help. 


Range Oil: Burners for kitchen stoves 5. Permanence and stability. 














Gas Ranges. Table Top Gas Ranges. Console Range Oil Burner for Grained Walnut Cabi- Three-color Oil Stoves 

models, in several styles models, in several styles Kitchen Stoves. Other net Oil Heater —Wick- — Wick type. Made in 

and color combinations and color combinations models for Living less. Also other space 4-, 3-, and 2-burner 
Room Heaters heaters. sizes. 
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Remember — stoves are a necessary. As fuel demands change, you must be ready to 
meet them.When you sell Florence you are ready with the latest developments. Our 
tremendous production schedules enable us to maintain complete research and develop- 
ment laboratories, to plan and produce the latest refinements in stoves, ovens, heaters. 


You receive these benefits when you feature the Florence Line. You have quality 
merchandise at prices that let you compete with full profit. You have a line you can de- 
pend upon, well-known to your trade, always a step ahead of the procession, ready for 
the opportunities in your community. 


Make money with Florence Stoves in 1932! You can safely build a FIVE YEAR PLAN 
with Florence back of you, and be ready for the stove business in your community 


whether the fuel be oil, gas or electricity. 


HELP — ideas and material = 


successful in selling stoves... 
ranges... ovens... heaters... 


We'll send you, free, a brief, 
complete pamphlet you'll find in- 
teresting and helpful. 


Clip the coupon and send it in 
... right away? That’s fine! 





Three-color Oil Range with Built-in , 
Oven. Five Wickless Burners 


Two-color Oil Stoves Two-color Oil Stoves 


— Wickless. With or Wickless. Made in 
without Mantel and 4-, 3-, and 2-burner 
Oven. sizes. 


é do your cooking 
Florence Stove Company 
Gardner, Mass. 
* Gentlemen : 
At no obligation to me you may 


send me your pamphlet ‘““The BIG 


3 — and PROFITS for me.” 


M. A Ss _ ESTABLISHED 1872 vidio ees 


Address 





MARCH 17, 1932 


99 












Just say “It’s 


i | 






































































































, a + 
5 C 
~ —_— — \ Da L : 6 f 
\4 
a f » 
\ ° : 
yi 
Y 
They look for 
the “RedTag” 
—the mark of 


quality 
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FENCE 
AND 


PROPERTY PROTECTION PAYS 


OF CYCLONE FENCE COMPANY yy 
WAUKEGAN, ILLINOIS 






Now packaged 
in strong fibre con- 
tainers which exactly fit each roll. 





AMERICAN Bripcr COMPANY 

AMERICAN SHEET AND TIN PLATE COMPANY 
AMERICAN STEEL AND WIRE COMPANY 
CARNEGIE STEEL COMPANY 








REG. U.S.PAT OFF. 
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SUBSIDIARY OF UNITED 


PRINCIPAL SUBSIDIARY 
CoLuMBIA STEEL COMPANY 
CYCLONE FENCE COMPANY 
FEDERAL Suips'LpG. & Dry Dock Company 
Pacific Coast Distributors—Columbia Steei Company, Russ Bidg., San Francisco, Calif. 
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‘Red Tag’ 
;, Wire Screen Cloth” 


— That means “highest 
quality” to your customers 


“We've used Cyclone Products for years. We 
know they’re good.” That is what home-owners 
say. So they ask for Cyclone Wire Screen Cloth 
through habit. Show them the “Red Tag” label 
on the container and they'll leave your store 
better satisfied. 

It’s a pleasure to sell Cyclone Wire Screen 
Cloth, too, because it’s easy to handle. Lies flat, 
no curling. No bulging when installed. Even 
uniform weave gives it a neat appearance. Gal- 
vanized, piliaiedl black, bronze or copper. Sold 
only under the Cyclone name, and only through 
the regular hardware trade. Order from your job- 
ber. If he cannot supply you, write direct to us. 


CYCLONE FENCE COMBANY 


General Offices: Waukegan, Ill. 
Branch Offices in All Principal Cities 
Pacific Coast Division: STANDARD FENCE COMPANY, Oakland, Calif. 


STATES STEEL CORPORATION 


MANUFACTURING COMPANIES 
ILLINOIS STEEL COMPANY 


Ou. Wet Supp_y Company 

Tue Lorain STEEL COMPANY 
MINNESOTA STEEL COMPANY TENNESSEE COAL, [RON & RAILROAD Co. 
NATIONAL TuBE COMPANY UNIVERSAL ATLAS CEMENT COMPANY 

Export Distributors—United States Stee! Products Company, 30 Church St., New York, N.Y. 
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SHIP BRAND MANILA ROPE 


SALES BRANCHES 


New York 
Chicago 
Boston 


Baltimore 
New Orleans 
Fort Worth 





A THE ROPE your customers can trust is the rope you can trust to 


make an additional profit. Retail profits come from that extra ten 
per cent of volume over and above what is necessary to pay for 
expenses and over-head. Let Plymouth Ship Brand Manila Rope 
help you to add that extra volume. , 

The strength and durability of Plymouth Ship Brand Manila Rope 
has always been the standard by which rope service has been 
measured. Plymouth rope is equally outstanding in value to the 
hardware dealer because his customers will pay for Plymouth 
dependability time after time, and will consider the dealer’s mark- 
up a fair price for that protection. 

The Plymouth Cordage Company is ready to help you build up 
your sales on Plymouth Ship Brand Manila Rope. Ask your jobber 
to give you information on store-, counter-, and window-display 
material that has been especially prepared for your use, or write 
direcily to the Plymouth Cordage Company at any of the addresses 
given on this page. 


PLYMOUTH CORDAGE COMPANY 
North Plymouth, Mass., and Welland, Canada 





The Rope You Can Trust 
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Good times or bad times, Double 
X follows through! Here is cold- 
cash evidence of our faith in the 
future... for this very month, in 
four great national publications, 
we will let loose our big 1932 
advertising barrage on Double 
X...the can’t-be-copied prod- 
uct that makes varnish vanish 
and makes old floors new. 

Here is a sales-stirring cam- 
paign that will bring home to 
America’s consumer-pub- 
lic the 1932 Thrift Story 
of Double X to the tune 
of fifty million. A cam- 
paign that will help you 
“mop up” Old Man De- 
pression and ring up 
sales... if you'll harness 
your store to our story! 





Month after month, in The 
Saturday Evening Post, Better 
Homes & Gardens, House Beau- 
tiful, The American Home, Double 
X will tell its “double action” story 
to millions who will read and 
heed, who will buy and try. But 
all this won’t do you a bit of good 
unless you tie in and tune in. 

Make up your profit-mind to- 
day to join Double X in its great 
national ad-venture. Ask your 
jobber for prices .. 
and ask us for striking 
full color displays that 
sing out and sell. Schalk 
Chemical Company, 
357 East Second Street, 
Los Angeles; Eastern 
Branch: 3932 South Lin- 
coln Street, Chicago. 


DOUBLE X FLOOR CLEANER 


HARDWARE AGE 


1 REIREII IE 





b 
5 
A 


Soe ae 


BEES 

























MARCH 17, 1932 


Bolts and nuts in all standard and special 
shapes, sizes, alloys and finishes. Standard 
and special rivets of all kinds. Wire rope 
clips. Turnbuckles. Belt fasteners. Auto- 
motive and railroad special items. Headed 
and threaded products for every use. Your 
specialties are our specialty. 






HAT’S BACK OF 
THE PACKAGE ?.. 


The requisition your customer sends reads so many 
bolts of specified sizes—so many nuts, etc. He is 
buying them. You are selling them. But, when you 
fill the order, don’t forget that you are doing more 
than selling nuts and bolts. You are accepting a 
responsibility. 

In use, a broken nut may cost a life. A stripped 
nut may tie up production. A snapped turnbuckle 
may cause untold damage. When performance hangs 
by a thread, discriminative purchasing becomes im- 
perative. 

Upson headed and threaded products are sold in 
competition with other brands. They allow you to 
give your customers Upson quality, Upson depend- 
ability, Upson uniformity at no premium. So you 
can well afford to look behind the package and see 
the value of a proved name from the eyes of one 
who trusts your judgement—your customer. 























CASH OR CREDIT? 


Ever said to yourself, «Wish I could run my store ona 
strictly CASH basis °°’? 


Take a look at the names on your books. 
How many of them would have gone else- 
where if you denied them credit? A few, 
perhaps, but wouldn’t the added value of 
cash sales more than offset your loss? 
Perhaps you hesitate to adopt a cash policy 
because you believe many of your good 
customers would consider it a personal 
affront to be asked to pay cash. Do they 
resent paying cash to the chain grocery? 


On the contrary, they PREFER it. 


You know, there is an idea rooted in the 
consciousness of most of us that “the store 
that sells for cash sells for less.” A well- 
known New York department store has 
dramatized that feeling by its advertised 
statements to undersell by 6% any com- 
petitor NOT selling for cash! 


Then there’s your customer who’s notori- 
ously slow pay. His account has run so 
long he’s ashamed to come in the store any 
more, so he buys his hardware from your 


competitor—FOR CASH! 


Of course, there are certain items which 
you must continue to sell on a credit basis. 
We refer to merchandise which because of 


its high price is usually bought “‘on time.” 
On these transactions, however, have a 
written agreement setting forth clearly 
when and in what amounts payment shall 
be made. Title to the merchandise shall, 
of course, remain yours until final payment 
is made. 


How much do you lose a year in bad ac- 
counts? How much does it cost to collect 
others? If you were on a cash basis, that 
frozen capital would be buying more mer- 
chandise—more valuable publicity, per- 
haps even discounting your bills. 


When you discount your bills YOU are 
buying for cash. What you save may 
amount to more than 25% of your total 
net profits for the year. It may mean the 
actual difference between profit and loss. 
If you can cut your own costs by selling for 
cash, likewise you cut distribution costs 
when you discount your jobbers’ monthly 
statements. Now anything you or we or 
the manufacturers can do to cut down 
hardware distribution costs is of vital im- 
portance. Your future as an independent 
retailer and ours as a wholesaler both de- 
pend on it. 


If you can do business on a credit basis with a reasonable profit and still meet competition 
and discount your bills, all well and good. If not, however, then give a thought to the ques- 


tion, “SHALL I SELL FOR CASH?” 


THE GEO. WORTHINGTON CO. 


1829 


CLEVELAND 


1932 
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The benefits of this powerful advertising campaign on 


WALLH IDE-r he ‘Vitolized* Oil’ Paint 


— reaches right into the dealer’s store 





“CLk had dinner in our dining room 
the same day it was painted’ 


“VITOLIZED OIL”... 


makes it possible to paint walls one or two coa.. 
and hang your pictures the same day 


Make your own tes 
Mail coupon toda 








January 1997 
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WALLHIDE 


The “‘Vitolized Oil’’ Paint 
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This Counter Test Outfit enables your 





This free test outfit illustrates 
the famous Vitolized Otl *'spot 
test’’ and ts being sent to thou- 
sands of home-owners who are 
returning the coupons from the 
Wallhide advertisements. 


Wallhide Window Banners tie 
up your place of business with 
Wallhide advertising and 
bring in prospective customers, 





customers to test Wallhide for them- 
selves. 1t makes sales for vou 


ONTH after month your 
customers and prospec- 

tive customers will read about 
Wallhide, the Vitolized Oil Paint 
in their favorite magazines and 
newspapers. They will become ex- 
cited over the news that rooms can 
now be painted with 2 coats of 
Wallhide and be settled the same 
day. The result will be more sales 
and profits for Wallhide dealers. 
Here is what happens. Right now 
home-owners in your city are send- 
ing us coupons asking for more in- 
formation on Wallhide. To them 
we send the free Wallhide test- 
ing outfit. They make the famous 
Vitolized Oil ‘‘spot test.’’ It shows 
them — instantly — that this paint 
brings results never before thought 
possible. That is where you come in! 


Dealer tie-ups 


If you sell Wallhide—if you display 
the window banners shown here 
and use the counter test outfit we 
supply—they will bring the benefit 
of Wallhide advertising right into 
your business. You establish your 
store as headquarters for this new- 
type paint. You make more sales 

more profits . . . and that’s 
exactly what you want and need 
these days. 


*A great new discovery 


Wallhide is different from other 
kinds of paint because it contains 
Vitolized Oil—called the greatest 
paint discovery of the century. It 
makes possible a faster, better job 
and eliminates painting difficulties 
common with paints containing 
ordinary oil. In addition, Wallhide 
is made from a new Titanium base 
which gives it greater hiding power. 

Mail the coupon for free testing 
kit and the 1932 Dealer Plan Book 
which contains complete informa- 
tion. Pittsburgh Plate Glass Co., 
Paint and Varnish Division, Dept. 
243. Milwaukee, Wisconsin. 


FREE TESTING KIT 


24 IVORY 





Name.. 


Adadress.. 


<a ee ee Ce | 


PITTSBURGH PLATE GLASS CO., ; 
P:int and Varnish Division, Dept. 243, 1 
Milwaukee, Wisconsin. : 
Without obligation. please send me your 1932 4 
Dealer Plan Book together with free testing 4 
outfit and dealer priceson Wallhide, the 4 
Vitolized Oil Paint. ' 
1 
1 
' 
' 
' 
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THE LIGHT UNDER THE BUSHEL 
IS STILL BURNING BRIGHTLY 


hoof” at better prices. He can rotate his crops 
and stock to the best advantage. He can increase 
soil fertility. He can lay out his fields for more 


light hidden under a bushel continues to 
burn brightly—but its rays cannot be seen. 


In much the same manner ~+the light of farm 
prosperity is sometimes hidden from sight—but 
it also is burning brightly. You have only to re- 
move the “bushel”—and progress will sweep on. 


How can it be done? Well—the answer is quite 
simple. By helping to bring about an improve- 
ment in farm methods and farm operation—you 
will, also, bring about increased farm income. 


efficient and more economical farm operation. 


The result will be certain—more dollars for the 
farmer to spend—greater purchasing power that 
will affect every item in your store. Remember, 
then, that when you talk fencing and staple 
necessities in terms of farm relief through farm 
improvement—you are actually creating the 
‘better times” you have been wishing for. 


But—you must really work toward 
that end. Wishing alone won't 
help—it’s action that counts. So 
lift the “bushel” and let the light 


be seen by all. 


This is easy to appreciate—and just 
as easy to carry into effect. With 
good fencing—for example—the 
farmer is enabled to market his corn 
and surplus grain crops ‘‘on the 
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Because of their known ‘uality, 
American Steel & Wire Company 
Zine Insulated Fencing, Steel Fence 
Posts, Poultry Netting, Steel Gates, 
Barbed Wire, Nails and Wire of ali 
kinds are more easily sold—more 
profitably merchandised. 


AMERICAN STEEL & WIRE COMPANY 


SUBSIDIARY OF UNITED Us STATES STEEL CORPORATION 

208 South La Salle Street, Chicago ‘ 7 And All Principal Cities 

Pacific Coast Distributors: Columbia Steel Company, Russ.Bldg., San Francisco 
Export Distributors: United States Stee! Products Company, New York 
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‘GOLD STRIPE” BRUS 
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There isa 
message of 
profit and 
progress for 
you in the 


Gold Stripe. 


i 


=... is a brush—one of the 


complete Gold Stripe line— 
that seems to speak for itself. 
Yet, attractive as it appears 
here, the picture cannot con- 
vey a fraction of the appeal 
of the brush itself with its dis- 
tinctive Gold Stripe handle 
and unique fiber jacket. 

This line opens new sales 
opportunities thru distinction 
in appearance, modernized 
design and construction;and 
a complete merchandising 
plan. Make us prove it! A 
“Pittsburgh” salesman will 
be glad to show you the com- 
plete Gold Stripe line without 
obligation. Write or ‘phone 
the nearest Pittsburgh Plate 
Glass Co. warehouse today. 














WINDOW 


INDOWS—they can mar or enhance the archi- 

tectural beauty of a finished building. And 
whether they will detract or add to the building’s 
attractiveness depends largely upon the kind of win- 
dow glass with which they are glazed. 

Pennvernon Window Glass has been found by 
architects and home owners everywhere to possess the 
qualities essential to window beauty. This glass is dis- 
tinguished by an unusual clearness and transparency, 
a remarkable freedom from the imperfections which 
distort vision, and a brilliance of surface on both sides 
of the sheet which results in much better reflection. 

But Pennvernon’s greater beauty is only half the 


story. Its beauty /asts longer, too. That’s because the 





Pennuernon 


flat drawn 
WINDOW GLASS 


BEAULY 





special process of flat drawing by which Penn- 
vernon is manufactured assures a smoothness 
and density of surface which makes Pennvernon 
highly impervious to wear and abrasion. 

Greater beauty and longer lasting beauty at no 
extra cost—these are some of the reasons why 
Pennvernon is the kind of glass your customers 
want to buy. It is available in single or double 
strength and in standard thicknesses up to ’%”, at 
the warehouses of the Pittsburgh Plate Glass Com- 
pany in all important cities and through progressive 
glass jobbers. Write to us for samples and for our 
booklet describing Pennvernon manufacture. Pitts- 


burgh Plate Glass Co., Grant Bldg., Pittsburgh, Pa. 
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Attached to the vertical paint shelv- 
ing—the Sampler display swings a 
complete line of the fastest selling 
Wooster Brushes into attention. 
You can’t miss it! Asks every cus- 
tomer to buy. It’s the simplest, 
most effective and practical brush 
display ever devised. 


Get This Attractive 
Display FREE! 


Ask your Wooster jobber salesman 
to include the 26 Sampler brushes 
in your next brush order at $12.75. 
You'll get a real bargain in Wooster 
Brushes, the metal display panel, 


WOOSTER 
SAMPLER 


A Modern, Efficient Brush 








Selling System for $12.75 a ee 
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' 

; THE WOOSTER BRUSH CO., Wooster. Ohio h-3-17-32 
: A plan to simplify brush selling and boost profit; 

' appeals to us. Send the complete Sampler Deal at 

- $12.75 including the 26 brushes, the display panel, 

’ special advertising and Model Stock Control Guide. 
' 

' 

‘ 

' 

' 


“STOP—LOOK ana BUY!” 
i» 2 Every Customer 


special advertising and the handy 
Wooster Model Stock Control Guide. 
We’re not trying to load you with a 
brush assortment. The 26 Sampler 
brushes are a selected model line. 
One each of every style and kind 
you need to satisfy the brush re- 
quirements of 95% of your 
customers. 

By reducing your brush stock to 
these wanted numbers, you can re- 
duce brush investment one-third 
to one-half. The Sampler Deal at 
$12.75 gives you a complete sim- 
plified brush selling system. Order 
from your jobber or mail the 
coupon. 
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FREE 
Sample 
BRUSH 


CLEANER 
by 
WOOSTER 


Sold with a new merchandising 
idea in a novel display carton. 
Get sample and profit-making 
details FREE! Without any ob- 
ligation. Write The Wooster 
Brush Co., Wooster, Ohio, 
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WE‘VE CREATED A DEMAND... 
Now WE'RE URGING GROWERS 
TO BUY FROM YOU! 


Stock 
DUTOX 


THE NON-ARSENICAL INSECTICIDE 


Nationally Advertised to over 2,100,000 
Growers each month 




















EALERS who stock DUTOX enjoy ready-made 

sales. Demand increases by leaps and bounds... 
stock turns fast...repeat order after repeat order fol- 
lows the original purchase. 


e@ Last year thousands of commercial growers used 
DUTOX on vegetables, fruit, tobacco, etc. It gave 
them SAFE, EFFICIENT and ECONOMICAL protec- 
tion against beetles, weevils and leaf-eating insects. 
Growers who have used it recommenzgd it to their friends. 


@ The manufacturers of DUTOX are doing all in their 
power to send customers into your store. Powerful ad- 
vertisements in a long list of farm journals are creating 
demand...then urging the growers to buy from YOU. 


@ Get ready for the demand which is sure to come. If 
you haven’t already placed your stock order for 
DUTOX, get in touch with your Jobber TODAY! 





THE GRASSELLI CHEMICAL COMPANY 


——— DEPARTMENT X3 INCORPORATED CLEVELAND, OHIO 

















DUTOX is regularly advertised in all these journals: 


Better Farm Equipment & Methods Maryland Farmer Progressive Farmer & So. Ruralist 
Burley Tobacco Bulletin Michigan Farmer Rural New Yorker 

California Cultivator Missouri Ruralist Southern Planter 

Florida Grower New England Homestead Valley Farmer & So. Texas Grower 
Indiana Farmer’s Guide Ohio Farmer Western Farm Life 


Market Growers Journal Pacific Rural Press Western Grower & Shipper 


Pennsylvania Farmer 


In one-pound and six-pound bags. Packed in cartons of 50 one-pound 
or 6 six-pound bags to a carton. Both sizes are popular with Growers. 
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For over half a century Cortland made 
wire products have been giving satisfac- 
tion—steadily making new friends and keep- 


ing old. 


Experience has shown a definite classification in the 
demands of the wire cloth using public. Look over 

the list below and see how well the Cortland brand covers 
these demands. There you will find a cloth to meet every 


requirement. 


CORTLAND GRAY-WICK: Made and electro zinc galvanized. Doub- 












from open hearth, copper-bearing ly protected by a coating of 
steel; electro galvanized and transparent varnish. 

doubly protected against corrosion 

by a coat of transparent varnish. CORTLAND BRONZE: For the 
Strong — uniform — durable and man who wants the best. Made 
rust-resisting. of special alloy, 90% copper, 10% 


LAN * zinc, producing the elasticity of 
CORT D BLACK: A fine low hard steel wire cloth and with 


Now shipped in priced painted cloth. Uniformly . 
strong indivi : greater durability than copper. 
pa — woven, durable and strong. Absolutely rustless under all con- 

CORTLAND PREMIER: A special, ditions 
extra heavy grade, adaptable for 
doors. Made with 14 mesh 32 Made to comply with _ specifiea- 
gauge wire and 50% heavier than tions adopted by the Bureau of 
the standard cloth. Made from Standards, Department of Com- 
rust-resisting copper-bearing steel merce. 


“Coiland Poultry Netting .. . 


Be sure and stock Net-Wick and Hen-Chick, the straight line perfect poultry 
fence. Needs no top or bottom rails, hangs straight and tight and cannot 
be untwisted even with a pair of pliers. 
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Recently Published! 





NOTE—A LIST OF 
HARDWARE RETAILERS 
IS NOT INCLUDED IN 
THIS PUBLICATION— 
WRITE FOR DETAILS 


IT IS OBTAINABLE AT THE LOW PRICE OF 


$10.00 


PER COPY 


USE THIS COUPON TO FILL YOUR 


REQUIREMENTS PROMPTLY 


HARDWARE AGE VERIFIED LIST 
239 West 39th Street, New York 


GENTLEMEN: 


Kindly send me 









Tes TWELEFTAR €VITISON OF 


HARDWARE AGE 


VERIFIED 
LIST 


WHOLESALE HARDWARE HOUSES 
WHOLESALE HEAVY HARDWARE HOUSES 


WHOLESALE DISTRIBUTORS MILL SUPPLIES 


PLUMBERS and TINNERS SUPPLIES JOBBERS 
MANUFACTURERS’ AGENTS 


HARDWARE CHAIN STORES 


Wwe need hardly point out the necessity and value of 
an authentic hardware jobbers list, compiled and spon- 
sored by HARDWARE AGE. 


It not only authoritatively gives you the names of the recog- 
nized hardware jobbers, but also includes their capitalization, 
the territories they cover, the number of men traveled, the 
lines handled and, in most cases, the names of officials and 
buyers. 


Such a publication is indispensable to sales managers and 
advertising managers. Furthermore, many firms find it high- 
ly advantageous to give copies to their road salesmen and 
district representatives. 


HARDWARE AGE 
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| Geos Fishing Tackle for All Who Like To Fish 


Men and women, boys and girls all enjoy 
fishing. 
persons in the United States went fishing : : 
for “fun” last year and paid out $25,000,- q 

000 for fishing tackle. 


Looks like a profitable market, doesn’t it? 
Our part is to provide dependable Rods 
and Reels that you can retail profitably at 
popular prices. 

Union Hardware Fishing Rods and Reels 
are being sold by more dealers each year, 
because of the genuine satisfaction they 
give customers for little money. Our Cata- 
log shows a fine assortment to select from. 


Your Jobber will supply you. 


New York Office 151 Chambers St. 


Authorities tell us that 8,500,000 














HARDWARE COMPANY 


Reg. U. S. Pat. Off. 


Established 1854 


TORRINGTON, CONN. 














When you 
mention 

homes that need 
repairs to 
wall-plaster, 

you are talking 
in terms of 
millions! 


For this 
unlimited 
market, there is 
a fast-moving 
plaster in 24%, 
5, 8 and 15-lb. 
cartons— 
Pecora Perfect 
Patching Plaster. 


Write us 
for a generous 
offer. 


Pecora Paint Co. 


4th St. and Glenwood Ave., Philadelphia, Pa. 
Established 1862, by Smith Bowen 








The “Happy Medium’’ 


Some varnish brushes cost too 
much for average household use— 
others too little to insure a quality 
product. Our PRESTIGE Flat 
Varnish Brush, one of many styles 
in the popular 








CELSIOR< 


” 


line is the “happy medium 
—made right for all house- 
held purposes and home 
decorators. Made with na- 
tural Black Chinese Bristles 
securely set in rubber and 
chiseled to give best results. 
A nickeled seamless steel 
ferrule adds to the attrac- 
tiveness. 5 sizes. Many 
other profitable selling 
brushes. 


Write your Jobber for 
Catalog and Prices. 





Made by EDWARD E. ROBINSON 
347 West Broadway New York, N. Y. 
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BUILDING QUALITY 
INTO RIVETS --.-- 


DEPENDABILITY is above price! Our 
Tubular and Split Rivets are absolutely de- 
pendable. We have to charge a little more 


for them because of the-quality of material 
and workmanship that goes into them, but 
you'll find they're worth more. The slight 
additional cost gives you additional value 


and complete dependability. 


TUBULAR RIVET 
& STUD COMPANY 


Boston- 





The largest factory in 
the world devoted to 
the manufacture of 


Tubular and Split 


Rivets. - 
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MYERS Perfection 
SPRAY BOOMS 


LEVER TO 
RAISE AND 
LOWER THE 
BOOM AND 
NOZZLES 


Perfect 















































Coverage 
for 
Plants 
and 
Vegetables woe 
{se N DANTS E 
DETACHABLE 










MYERS PERFECTION SPRAY BOOMS are a revelation 
in economy, scientific coverage and thoroughness. Developed 

to give potato and vegetable growers the utmost in spraying service, they appeal because of their out- 
standing practicability—they convince because of their pronounced success under all kinds of conditions. 










s 
Perfection Perfection 
No quarter must be given 

Three nozzles to each row. Flexible _ High pressure hose leads and connec- 
Steel Pendants carry two lower nozzles, plant and vegetable ene- tions. No small pipes to break, rust or 
one on each side of row at or near ground ° ° corrode. , 
line, discharging at an angle of 30 de- mies. State agricultural Boom easily and quickly raised or 
grees, catching lower sides of leaves and eis Pare lowered at will of driver. Extreme 
under sides of stems and twigs with com- authorities insist on thor- changes controlled by simple chain ad- 






justment. 
Right and left wing extensions swing 
e e e backwards on automatic hinges, pre- 
ing operations are being venting breakage when contacting trees, 
stakes, fences or other obstructions. 
Return to original position after object 
is passed. Wings fold horizontally for 





plete coverage. Pendants can be quickly h 

removed and nozzles substituted for top ough coverage when spray- 

coverage only. 

eit => wg wae og a each row. 
ischarging directly downwards, it i i " 

affords perfect top and side coverage. carried on. Partial congue 

oe spray reaches intervening age, they say, affords in- storage or transportation. 

space between ty p Used regularly on Myers ‘‘Du-All” 
Nozzles are special style with male end sufficient protection. Orchard and Row Crop _ Sprayers. 

and fine cone screen. Adjustable to any Adapted for most any style of field or 

width row from 28” to 36”. power sprayer. 


Your customers will welcome the new Myers Perfection Spray Booms. They will be quick to recognize 
their real advantages. Booms they can use successfully for all kinds of row and field crops. Superior 
——— coverage—wide adaptability—durability—there is a ready market for them in your 
own locality 



















We solicit your inquiries. Write or wire today for 
catalog and complete information. 












Designed to spray Row 
or Field Crops, Weeds, 
etc., etc. 



























~t,.-))) 


BAD USTABLE Ih j 
TO FOLD 


& ee ¥ is 1 pues 
a FLEX! ND: a 
fo PLExeLe srs | — : “te —— REROVABLE 
————4} gi} _—— 


& THE F. E. MYERS & BRO. CO., Ashland, Ohio 
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RINGCO BRAND 


CHROMIUM FINISH BATH ROOM FIXTURES 





Many dealers are increasing sales by offering Enduring Chromium 
Plated Bath Room Fixtures (all made from solid brass). 

Write for copy of Chromium Folder “XA” which illustrates our 
entire Chromium Finish line. 





MADE BY 


AMERICAN RING COMPANY 4 
WATERBURY, CONN. 





SALES OFFICES WE MAKE ALSO a 
' ; EYELETS—GROMMETS : 
BO Bie wtesoceb oeesenuswene 170 St. 
sain “a roma FERRULES—BRASS CASTINGS 
Se ere udson St. UPHOLSTERER’S NAILS 
SE ob. e ols x ais dis bo oe Oe 29 E. Madison St. FURNITURE HARDWARE 
oe > |: errr 1226 Crenshaw Blvd. SPECIAL BRASS GOODS TO ORDER 
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CORBIN SET SCREWS 


Wood, Drive, Coach, Machine, Set, Cap, Thumb SCREWS 
Special Automatic Screw 
Machine Products 
Stove, Tire, Sink BOLTS 
Machine Screw, Stove and Tire Bolt, 
U. S. S., S. A. E. Castellated, 
S. A. E. Plain NUTS 
Jack, Plumbers’, Register, Safety, 
Furnace, Ladder, Sash CHAINS 
Escutcheon Pins 
Speedometers Tachometers 
THE CORBIN SCREW 
CORPORATION 
THE AMERICAN HARDWARE 
CORPORATION, SUCCESSOR 
New Britain, Connecticut 
Warehouses: New York 
Chicago Philadelphia 
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What Chance Has the Dealer Got? 


BY 


E. B. GALLAHER 
Editor, Clover Business Service 
Treasurer, Clover Mfg. Co. 


N these unusual economic times, the dealer should protect himself by 

doing business only with live, up-to-the-minute jobbers—for the jobber 

is now called upon to transmit lower prices and greater values as made 
available by the manufacturer. 


If he has properly deflated—if his organization is efficient and 
modern—he is in position to give the dealer low prices, better quality, 
greater service. If not, the dealer will invariably suffer. 


There are some fine jobbing houses which 
do not as yet handle Clover abrasive papers 
and cloths—but you may be sure that the 
many which do are all high-class, reliable 
concerns. We are proud of those with whom 


Ee Living 


4440 1 ) 





we deal. 


In any event, check up your jobbing con- 
nections, and if they are still doing business 
! } as of the last generation, better connect up 
with a 1932 model. You can’t succeed if you are tied to a dead one. 














72 Sin i asian aang ; | 


E. B. GALLAHER: 
Clover Mfg. Co., Norwalk, Conn. 


CLOVER MANUFACTURING COMPANY You may send me, without obligation, samples of: 








5 | Green-Stripe Sandpaper. _ SE as 
NORWALK, CONN,, Urs A. Red-Stripe Turkish Emery Cloth—for polishing. 


: | Yellow-Stripe Aluminous Oxide Cloth— for cut- 
ting hard metals. The universal shop abrasive. 


SANDPAPERS | Clover _Grease-Mixed Grinding Compound. 


Clover Water-Mixed Valve-Grinding Compound. 
METAL-CUTTING PAPERS AND CLOTHS ze Snes: 


| Name 


CLOVER GRINDING AND LAPPING COMPOUNDS | 


Character of business 
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for Spring 
Building and 
Repairs 





Spring building and repairs have to be done. 
Many houses and other buildings have deterio- 
rated to the point that they will have to be re- 
placed or extensively repaired in order to be of 
any use for another year. Who is going to get 
the building hardware, glass, paint and tool busi- 
ness to do it with? The dealer who goes after the 
business and is prepared to sell the customer what 
he wants—when he wants it. Therefore, we ask 
you to be prepared to meet the builder face to 
face with merchandise from which he will get the 
most value, service and satisfaction. In saws that 
means Atkins SILVER STEEL Saws, saw tools 
and saw specialties, trgwels and files. 

Never before have Atkins products meant so 


Prepare NOW 











No, 401—Extra High Grade; straight back, ship point pat- 
tern. Also made in regular pattern, SILVER STEEL 
taper ground, mirror polish, rosewood handle of Perfection 
pattern which prevents wrist strain. For skew back sews, 
this quality, order No. 400. 


The elite of all saws. 








No. 65—High Quality Saw; straight back, alse made 
regular pattern, taper ground SILVER STEEL Blade 
exclusive Damaskeen polish, applewood handle of Perfec- 
tion pattern style. For skew back saws, this quality, 
order No. 53. Thousands of carpenters prefer these saws. 


cr’ = 


No. 59—The Original Medium-Priced, High-Grade Saw. 
Sheffield quality steel, narrow point pattern, skew back, 
beautifully polished and etched. Beech handle, with easy 
grip. An all around good saw. 


, — 


No. 101—Popular-Priced Saw to sell at $1.00. Special 
grade steel, nicely polished and etched. Flat ground, 
skew back, beech handle, weather-resisting lacquer. File 
and set 26 inch, 8 point only. 














No. 150—Priced to sell at $1.50. Special quality steel, 
taper ground, skew back, polished to high finish. h 
handle, gloss finish. Filed and set ready for use. 26 
inch, 8 point only. 


Also a full line of small saws and tools 


made of SILVER STEEL 








Get your tool stocks ready for business 


much to the dealer, not only. because they pay a 
gogd profit, but because they satisfy the most crit- 
ical saw buyer and make of him a good customer 


for the 


dealer on other items. 


Let us help you in selling Atkins SILVER 


STEEL S 


aws and other products to establish your 


store as headquarters for quality merchandise, 


priced right. 


few of 


Above you will find illustrated a 
the most popular saws on the market— 


saws every dealer should sell. 
We can furnish you with details of saw selling 


that wil 


1 help you increase your tool sales. Ask 


us about direct mail to your customers, window 


display 


and other sure-fire business getters. No 


obligation—write today. 


Demand Atkins SILVER STEEL Saws from your jobber—accept no substitute. If your 
jobber cannot supply them, write to us. We will see that you are satisfied promptly. 


E. C. ATKINS AND ComPANy 


402 So. Illinois Street ay 


. Indianapolis, Indiana 
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Milarvin’s Store Mleetings 


| T had been a busy week for 


the committee on table ar- 

rangement, appointed at 
the preceding Marvin store meet- 
ing. May Garvin had carefully 
drawn a plan of the store floor 
to exact scale. She had also 
drawn on the same scale rec- 
tangles to represent the tables, 
and Van had carefully cut these 
figures out of stiff cardboard. 
Then for hours at a time the com- 
mittee members had arranged 
and rearranged the squares on 
the diagram, trying to arrive at 
a solution of the table problem 
without the actual moving of the 
tables and their contents. 

“It’s almost like a game of 
checkers,” May said to Van 
Davis as they watched Charlie 
Hanson and Bill Higgins earnest- 
ly shifting the cardboard repli- 
cas. “It may be checkers here,” 
Charlie interposed with a cheer- 
ful grin, “but you two seem to 
be playing Duplicate Bridge; 
you've both been holding the 
same hands anyhow.” Van 


26 


Table Arrangement 

Is Side-tracked for a 

Discussion of the 
Don'ts of Selling 


by LLEW S. SOULE 


flushed. ‘“You’re jealous, Char- 
lie,” he said. “May and I are 
only watching to see that you fel- 
lows don’t wear that plan out 
with your changes. Frankly,” 
he went on, “I think that double 
aisle plan, with batteries down 
the center and two rows of single 
tables, will work out fine. Let’s 
get the boys to help us shift the 
tables tonight.” “It’s okay with 
me,” said Charlie, “but the store 
meeting comes tomorrow evening, 
and I suggest that we let the 
force talk it over before we make 
the changes. We can do the 
moving Saturday night after the 
store closes.” 

“Very well,” said Van. “I’m 
to preside, so I'll call on you to 
make our report. It’s getting 
late, so let’s call it a day.” 


When the Marvin employees 
assembled at the usual time for 
the weekly store meeting every- 
thing was in readiness. On a 
table in front of the chairman’s 
desk was the scale diagram, with 
the cardboard table replicas 
placed according to the commit- 
tee’s recommendation. Van al- 
lowed ample opportunity for all 
to study the arrangement, then 
called the session to order. 

“Fellow employees,” he said, 
“your committee has worked 
carefully on a proposed change 
in table arrangement, and is 
ready to report. Charlie Han- 
son will explain briefly our pro- 
posed changes.” 

Charlie was on his feet in- 
stantly. “Van is chairman,” he 
said, “‘but since he is also our 
presiding officer tonight I guess 
the report is up to me. Briefly, 
it is this: We plan to run a bat- 
tery of tables down the center 
of the salesroom, with fairly wide 
aisles on either side and between 
the batteries. On each side we 
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plan to run a series of single 
tables with a fair aisle between 
them and the shelving. Along 
the base shelf we suggest a series 
of ledge displays. You have all 
seen the diagram and the com- 
mittee is ready for any sugges- 
tions you care to make.” 

No one spoke for a moment, 
then Jim Daly said earnestly: 
“You fellows have given this a 
lot of study, and I think your 
plan should be given a trial. 
After the test, then suggestions 
will be more in order.” 

“Jim is right,” said Mr. Mar- 
vin. “If there are no objections 
we will handle the matter that 
way. When do you propose to 
make the actual changes?” 
“After the store closes tomorrow 
night,” Van replied. “Then we 
can apply Eddie’s ‘powder test’ 
next Tuesday.” “Very well,” 
said Mr. Marvin, “‘we will leave 
it that way. What’s next?” 

“We will use the balance of 
the meeting to discuss some of 
the phases of selling,” said Van. 
“We have listened to a lot of 
things that a salesman is sup- 
posed to do in order to sell goods. 
Now I think it would be a good 
plan to talk about some of the 
things we should not do. 


Talked Himself Out of 
a Sale 


“Yesterday I thought I had a 
sale made on a washing machine. 
Mrs. Eddy seemed interested and 
ready to buy. She walked out, 
however, without purchasing. 
Well, I analyzed my sales talk 
and came to the conclusion that I 
really talked myself out of that 
sale. I tired her out with talk. 
After I had told her all I knew 
about the advantages of the 
washer, I didn’t give her a chance 
to buy; then I guess I got flus- 
tered and just kept on talking.” 

“Van is right,” said Charlie. 
“T’ve done the same thing many 
times. I think our first ‘don’t’ 
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should be ‘Don’t talk too much. 
Say something worth while and 
say it with conviction based on 
knowledge of the goods.’” 

Bill Higgins was next. “The 
second ‘don’t’ should be, ‘Don’t 
make exaggerated claims,’” he 
said. “I told Dave Hawkins 
that our special gas range was 
absolutely the best range made. 
He said, ‘Boy, you are taking on 
a lot of territory. How about that 
one you showed me a few days 
ago at a higher price?’ He had 
me stumped and I lost the sale. 
If we make our claims too strong 
it induces the customers to doubt 
even our reasonable statements. 
Hereafter I am making no rash 
claims.” 


May’s Confession 


“Well,” said May, “I’ve a con- 
fession to make also. When Mr. 
Whitehead came in to pay his bill 
we got to talking politics. Before 
I realized it, he was getting angry 
because I didn’t agree with him. 
It took me ten minutes to smooth 
it over and put him in good 
humor. Our third ‘don’t’ should 
be, “Don’t talk politics or religion 
in the store. Every man is 
touchy on those subjects. Our 
job is not to argue with cus- 
tomers, but to give them what 
they want.’” 

Mr. Marvin was _ smiling. 
“This is good stuff to air,” he 
said, “so I’ll give you my experi- 
ence. When I was talking to 
Judge Hooper the other day I 
spoke of ‘putting over a sale.’ 
The Judge immediately took ex- 
ception to the remark. ‘You’re 
a merchant, Marvin,’ he said, 
‘and you shouldn’t regard a sale 
as ‘putting over’ anything. Sell- 
ing should be a service, and not 
a purely selfish proposition.’ Of 
course, I explained that it was 
merely an expression, and satis- 
fied him, but I think we should 
all adopt a service attitude in sell- 
ing and forget anything that sug- 


gests taking advantage of cus- 
tomers.” 

“What should we do when a 
customer tries to argue with us?” 
Van Davis queried. Mr. Mar- 
vin thought a minute. “I think 
our plan should be to change the 
conversation tactfully, gradually 
bringing it around to the mer- 
chandise, and what it will do for 
the customer. We can always 
concede certain things, and make 
our position stronger by bring- 
ing out other points on which the 
customer can agree. We haven’t 
heard from Eddie yet,” he went 
on. “Can you recommend any 
don’ts?” 

Eddie hestitated. “Mother 
gave me a hint today,” he said. 
“She told me that she didn’t like 
to trade at Grayson’s. She says 
the place looks dead, and the 
clerks are always loafing. I fig- 
ured it out that people like to 
trade in a place where there is 
action. There’s always some- 
thing we can do—at least there’s 
always something I can do,” he 
finished quickly and sat down. 

“Eddie has struck a keynote,” 
said Mr. Marvin, emphatically. 
“T am not complaining; you fel- 
lows always keep the store in 
shape, and are quick to serve cus- 
tomers; however, I have noticed 
you standing around at times 
when business was dull. It may 
be that the lack of action helps 
to make the dull periods. Is 
there anything else?” 


Other Don’ts 


“There are several other 
‘don’ts’ I think we should con- 
sider,” said Van. “Sometimes 
we try to hold a customer after 
he is through and wants to leave. 
Instead I think we should help 
him do his buying quickly and 
let him go when he shows that he 
really wants to leave. Then 
there’s another thing: I was 
buying a shirt yesterday, and the 

(Continued on page 50) 





How to Sell More Seeds 


M. J. Estes, of Bunting Hardware Co.’s Independence, 
Mo., store, tells of their successful campaign 





_ E almost wore out the 
scales, scoop and cash 
register” is the enthusi- 


astic comment of M. J. Estes, of 
the Bunting Hardware Co., in re- 
ferring to their 
campaign of 
selling seeds at 
the Independ- 


ence, Mo., store 








many sales, because people were 
attracted by varieties that the 
store did not carry in bulk. 

There were nearly a dozen 
growing specimens in the win- 
dow. A_ sweet 
potato, in a 
quart jar of 
water, vined up 
a trellis. Two 





last spring. Here 
are the details 
of the way in 
which they went 
about it after 
first lining up 
with an old es- 











sponges were 
doped with fer- 
tilizer and blue 
grass was start- 
ed on one and 
white clover on 
the other. These 





tablished seed 
house in Kansas 








City to distrib- 
ute their seeds: 

Cardboard letters S-E-E-D-S 
two feet in height were made and 
fastened to lattice strips top and 
bottom. The S, one E and the 
second S were painted pale 
green, while the other letters were 
painted pink. Thus every other 
letter was of a different color. 
On this arrangement were painted 
blossoms, and the completed sign 
was hung up at the store en- 
trance. 

The window was trimmed with 
garden tools, fencing, trellises 
and porch boxes. Down in front 
were several dozen small glass 
custard cups filled with various 
seeds all unnamed. People would 
stand for long periods trying to 
identify the seeds. 

In among the seeds were placed 
brightly colored packages of 


seeds. This was credited with 
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were placed in 
glass bowls 
and displayed 
in the window. 
Several] 
straight - sided 
tumblers were 
lined with blot- 
ters and a dif- 
ferent kind of 
seed was 
placed in each 
tumbler, be- 
tween the glass 
and blotter. 


The glass was filled with water 
and the seeds sprouted and grew. 
Radishes especially were quickly 
recognizable. (See illustration.) 

There was a large seed display 
inside the store also. On the 
back edges of the counters were 
placed the cases of package 
seeds. In front of these were 
small seeds in mason jars. On 
boxes in front of this were 
placed galvanized pails filled 
with peas, corn and beans. Each 
jar carriéd a shipping label and 
each pail a shipping tag. The 
name, variety and price of the 
item was placed on these labels 
and tags. From catalogs were 
cut the descriptive paragraphs of 
each seed item in stock and these 
clippings were pasted over the 
firm name on the tags and labels. 
This enabled the clerks to talk 
seeds like veterans and with con- 
fidence that, they were right. It 
also promoted self selling. 





Another good idea is to set a rack of garden books on the 
seed counter 


HARDWARE AGE 





See ee 

















Facing the Price Hurdle with a 
Stock Handicap 


by LLEW 8S. SOULE 
Editor, Hardware Age 


was asked what he considered the most im- 

portant part of a motor car. He replied: the 
faulty part. In other words, to those within that 
industry the most important part is the one which is 
not yet perfect, because it prevents the cars as a 
whole from functioning properly. 

So it is in the hardware industry today. The 
most important matters, to those within the industry, 
are the ones which deal with the faulty parts—the 
imperfections which are retarding the distribution 
of hardware through regular hardware channels. 

Viewed from that angle, one of the most impor- 
tant parts of the hardware business today is stock— 
the merchandise carried by jobbers and retailers 
for resale. Hardware stocks are honeycombed 
with imperfections; they are faulty in quantity, 
range, value and price. Those faults are serious 
handicaps in today’s competition. They will be 
still more serious in the competition of tomorrow. 

Hardware stocks, both wholesale and retail, are 
admittedly low. The seriousness of this, however, 
does not lie in the fact that stocks are low as a whole. 
The danger is in the inadequate amounts of salable 
goods, and the over supplies of shelf warmers. 
There is no competition in “stickers.” 

It is estimated that approximately one-fifth of 
the average hardware stock is dead stock—dead in 
the sense that it does not “turn” frequently enough 
to pay its way. The bulk of this stock has been 
dead from the time it was purchased. Some of it 
is convenience stock, carried because of the belief 
that it pays an indirect profit; most of it has no 
justification for general stocking. The cold fact is 
that four-fifths of the average hardware merchant’s 
stock must bear the expense of the other fifth. | In 
addition it is expected to yield a profit on the busi- 
ness as a whole. 

The blame for this condition does not rest entirely 
on the shoulders of the retailer; the manufacturer 
and the wholesaler are equally at fault. The in- 
dustry as a whole is burdened with over extensive 
lines; lines in which 80 per cent of the sales are 
often confined to 20 per cent of the items. 

Manufacturers have not simplified their lines suf- 
ficiently; wholesalers have been induced to carry 
“complete” lines in cases where simplification is 


‘ PROMINENT man in the automobile industry 


MARCH 17, 1932 


needed; wholesalers in turn have passed on these 
so-called complete lines to retailers, clogging the 
flow of merchandise and increasing distribution 
costs all down the line. 

In this the manufacturer has been shortsighted. 
The unnecessary items have added to his produc- 
tion costs and forced him to ask more for his quick 
turning items. The wholesaler has in turn tied up 
his capital unnecessarily and added to his overhead. 
The result is that much standard salable merchan- 
dise goes into retail stocks so burdened with unwar- 
ranted costs that it cannot be sold profitably at the 
prices established by competition. To offset this 
handicap the dealer often resorts to the practice of 
putting too much expensive promotional work be- 
hind the selling of inferior goods at lower prices, 
to the virtual exclusion of standard value merchan- 
dise. 

As a result of this condition many dealers are 
losing confidence in their own ability to buy and 
sell as well as in the judgment of the consumer. 
Customers are shown the cheapest items first, and 
the efforts of salespeople are focused on low grade, 
low price goods, the sale of which profits neither 
the dealer, the hardware industry nor the customer. 

What the customer really wants is better values. 
In the majority of cases he wants merchandise of 
established quality at prices in line with the in- 
creased value of his-dollar. He will not be satis- 
fied with the subterfuge of inferior goods whose 
only recommendation is cheapness. 

What the retail hardware dealer needs is more 
salable merchandise and less’ dead stock; greater 
values and better service; a higher grade of sales- 
manship applied to honest dollar values. To 
achieve this end he needs the earnest, energetic co- 
operation of manufacturers and jobbers who are as 
vitally concerned in his success as he is himself. 

The biggest job confronting the hardware indus- 
try is that of cleaning house—of balancing stocks, 
sweeping out the dust collectors, and putting the 
faulty parts in condition to function as they should. 
Once that is done the greatest obstacle to hardware 
profits will have been overcome. 

It is hard enough to jump the price hurdle with- 
out carrying a handicap of faulty stock. 


29 





Taxation ... 


by SAUNDERS NORVELL 


a new Robinson Crusoe. 

Here would be the plot. 
Crusoe would get wrecked, as 
usual. He would bring ashore a 
lot of supplies from the wrecked 
ship. He would find Friday, 
and Friday, after a while, would 
bring a lot of his tribe over to 
the island and they would all go 
to work together, have nice caves, 
plenty of food, peace and happi- 
ness, with the exception of a cer- 
tain amount of loneliness on the 
part of Crusoe. 

Then along comes a sailing 
ship with a lot of men on board, 
who were very much pleased to 
see the progress that had been 


[’ I had time I would write 


made by Crusoe and Friday. 
“But,” these gentlemen said, 
“what you need is the proper 


kind of government. You need 
protection from your enemies, 
both on land and sea. Therefore 
you should have an army and a 
navy. You need _ education. 
You should have public schools 
and teachers. Then, of course, 
you should be taught to do farm- 
ing in the most modern way, and 
therefore we will set up a depart- 
ment of agriculture. The ducks 
around here seem to be thinning 
out, so you must have a Biologi- 
cal Survey. The ground must 
be tested so you will get the best 
results in farming. Then, of 
course, the trading you have been 
doing between the islands needs 
systematizing. We will there- 
fore establish a department of 
commerce.” 

Then, for fear Robinson 
Crusoe and Friday and _ their 
friends might take advantage of 
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each other in trading, the gentle- 
men from the sailing ship ap- 
pointed a commission to see that 
neither Crusoe, Friday nor Fri- 
day’s friends indulged in any 
practices that might tend toward 
the fixing of prices or the re- 
straint of trade. At frequent in- 
tervals representatives of this de- 
partment would go to Crusoe’s 
cave and carefully study any cor- 
respondence he might have had 
with Friday or others that would 
lead to the conclusion that Crusoe 
and Friday or others were enter- 
ing into a conspiracy. While, 
of course, this law applied to 
Crusoe, Friday and their men, 
the government itself was exempt 
from any law in regard to price 
fixing on cocoanuts, bananas, 
sheep or any other products of 
the island. In fact, the govern- 
ment frequently in a pinch found 
itself in a position where it was 
necessary to adopt the very prac- 
tices that by law Crusoe, Friday 
and Friday’s tribe were forbid- 
den to do under penalty of fine 
or imprisonment. 


Establishes Bureaus 


So the captain of the ship 
picked out the best site on the 
island, had Crusoe, Friday and 
their men build him a luxurious 
home, and then took charge. All 
kinds of bureaus were estab- 
lished, of course, including a 
Treasury and a Customs Departt- 
ment. 

Now Crusoe, I regret to say, 
had been making a special brew 
by fermenting cocoanut milk. 
Drinking this brew led to Cru- 
soe, Friday and Friday’s tribe 
being a little late for work on 


Monday mornings. So in the 
course of time the President of 
this new Republic issued an edict 
cutting out all home brew. 

Taxes at first were not so bad, 
but as the number of depart- 
ments increased, taxes increased 
because, of course, every depart- 
ment had to have a fine building. 
Crusoe, Friday and their friends 
found at first it only cost them 5 
per cent for the protection of this 
beneficent government, but after 
a while it was increased to 10 per 
cent, then to 20 per cent, 
then to 30 per cent and then 
to 40 per cent. Crusoe enjoyed 
being instructed in how to do 
everything, and at first he en- 
joyed answering questionnaires 
and making up reports. How- 
ever, after a while, as the taxes 
increased, and as his share of 
what he produced himself grew 
smaller and smaller, he began to 
have his doubts about this benefi- 
cent government. He, Friday 
and Friday’s tribe talked it over. 
As a matter of fact they had sev- 
eral secret talks. Then one fine 
day, it must have been on the 4th 
of July, the President of this Re- 
public was astonished to find 
that Robinson Crusoe, Friday and 
all of Friday’s tribe has disap- 
peared from the island over 
night. Evidently they had gone 
to some other island to escape all 
the benefits that were being show- 
ered upon them. 

Then what happened? It de- 
veloped that neither the Presi- 
dent, the Department of Agricul- 
ture, the Biological Survey, the 
Treasury Department, the tax 
collectors or the Department of 
Commerce knew enough about 
agriculture and commerce to 
support themselves. So, after 
trying their hands at real work 
for a while and making a terri- 
ble mess of it, such a great fam- 
ine resulted that they were com- 
pelled, all of them, to leave the 
island and sail away on their 
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ship. The island was left unin- 
habited. 

Of course, the moral of this 
story would be that excessive di- 
rection, regulation, education and 
control, followed by excessive 
taxation, has invariably, in the 
history of the world, killed the 
goose that lays the golden eggs. 

But this article is supposed to 
be on the subject of taxation. 
Specifically speaking, our mind 
is on the subject of the taxation 
of ammunition. We have heard 
rumors to the effect that certain 
organizations, with the com- 
mendable purpose of saving 
ducks, have arranged through 
governmental sources to tax 
shooters of the country one cent 
a shell. This means an increase 
of 25 cents a box, or an increase 
in the retail price of the best sell- 
ing, cheaper grades of loaded 
shells of just 33 1/3 per cent. 


A 25% Curtailment 


Every merchant who knows 
anything about business and sell- 
ing knows the effect that such an 
increase in taxation would have 
on the sale of loaded shells. It 
would curtail business at least 
25 per cent. However, this plan 
of taxation has been discussed in 
other columns. Therefore we 
will not go into it in further de- 
tail here. 

Now, with the manufacturers’ 
tax of 21, per cent on everything 
except necessities being discussed 
in Congress, we presume that 
shells and ammunition will be 
subject to this tax. We are ad- 
vised that they are pushing this 
manufacturers’ tax bill very hard 
in Washington and that the prob- 
abilities are that the bill will be 
passed in April, and will be en- 
acted into a law early in May. 
As we understand this proposi- 
tion, the manufacturers’ tax of 
214, per cent is in favor because 
it can be put into effect quickly, 
and the manufacturers will do 
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the collecting for the government, 
saving a lot of governmental de- 
lay and expense. The plan will 
probably be to have the manu- 
facturers who are on the list make 
a monthly report on a form pro- 
vided by the government of his 
total sales of goods shipped and 
billed, and then make a remit- 
tance to the government of 214 
per cent of this total. This, of 
course, is all very simple. Then 
we presume the manufacturer, 
when he bills the goods to his 
customers, will simply add at the 
bottom of the bill 214 per cent 
for the tax. Then, if the cus- 
tomer happens to be a jobber, 
this jobber, in billing the goods 
to the retailer, will simply add 
21/, per cent at the bottom of his 
invoice, and the retailer in turn, 
in selling the goods, will add 214 
per cent to his selling price to the 
consumer, so the tax will be 
passed on to the consumer. 

Of course, if a man buys a 
great deal he will have to pay a 
large tax. If he buys just a little 
his tax will be very small. This 
in a sense seems fair and equi- 
table. In many respects it is 
fairer than when a man is taxed 
simply because he has a large 
earned income. Many a man 
with a large earned income has 
many obligations, supports many 
people and as a matter of fact 
gets less net for himself out of 
his large earned income than 
some other man who has a 
smaller earned income but fewer 
expenses and obligations. We 
suppose there is some good rea- 
son why earned incomes should 
be charged at a higher rate of 
taxation than incomes from divi- 
dends on stocks and interest on 
bonds. One would suppose that 
the fellow who actually had to 
earn his money by hard work 
would be given a better break 
than the other fellow who gets 
his money from stocks and 
bonds, but this is not the law, and 


we suppose there is some good 
reason for it. Just what the rea- 
son is, at the present writing, we 
do not know. 

There, of course, will be com- 
plications in connection with this 
21/, per cent tax. Suppose goods 
are bought and shipped with a 
long dating. In that case both 
the manufacturer and his cus- 
tomer will lose the interest on the 
tax that will be paid at the time 
the goods are shipped. Suppose 
goods are returned. Will there 
be a credit allowed on the tax 
already paid? Shouldn’t the law 
make it mandatory upon the 
seller to charge the tax? Wf this 
is not done some manufacturers 
will absorb the tax themselves, 
while others will not, and this 
will lead to endless confusion. 
If there is one law and only one 
way to interpret it, then every- 
body will understand. But if 
there is a law with 57 varieties 
of exceptions, then nobody will 
understand. In other words, we 
are making the point that this 
law should carry the provision 
that manufacturers must charge 
this 214 per cent tax on every in- 
voice for goods shipped and 
billed, and every jobber and re- 
tailer must make the same 
charge on their bills. Then 
there would be no trouble in 
checking up. If, however, the 
manufacturer is the only one to 
make this charge on his goods 
and if the manufacturer has the 
right to absorb this tax if he 
wishes to, there will certainly be 
a lot of misunderstanding and 
confusion. 

The Effect 

We presume that regardless of 
when the goods are bought, and 
regardless of when the goods are 
to be shipped, when the bill is 
passed and signed, this maz::fac- 
turers’ tax will go into effect on 
a certain day and from that day 


forward everything billed by 
(Continued on page 50) 
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An Effective D 


Spring Paint Business 


By ROBERT A. HARDY 


ETAIL paint business will 

be good this spring. That’s 

the opinion of men who 
are in close touch with condi- 
tions in the paint trade. There 
are, however, some new and un- 
usual conditions to consider this 
year in merchandising paints 
and varnishes. 

Right now there are probably 
more houses in your vicinity that 
need painting than there have 
ever been before. You must 
consider the homes because they 
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are the source of most of the 
paint business that goes into the 
hardware store. Most of the 
houses that were built during the 
boom period a few years ago 
have never been repainted. They 
need painting now. So do hun- 
dreds of other houses that have 
been built for a longer time. 
During the past two years prop- 
erty owners have been letting 
painting go until in many cases 
the building cannot go much 
longer without serious deprecia- 
tion. Some of the buildings fair- 
ly shriek for paint and varnish. 





How to Plan 






aj apay ayes bel ele 
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If you could sell paint for 
only a fraction of the number of 
houses that really need painting 
in you vicinity you would easily 
make 1932 your biggest paint 
and varnish year. This does not 
mean that paint business will 
come without effort. The aver- 
age home owner will be inclined 
to “put it off” instead of “put it 
on” unless you convince him 
that now is the advantageous 
time to go ahead. 

This spring paint prices are 
the lowest in years. The reduc- 
tion applies not only to painting 
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Things to 
Remember 


1. More houses than ever 
before now need paint- 
ing. 

2. Paint prices are lowest 
in years. 

3. Labor costs are also 
down. 

4. A paint job is now such 
a good buy that there is 
no good reason for put- 
ting it off longer. 


materials but to lower labor 
costs as well. Under average 
conditions, it is estimated that 70 
per eent of the cost of a paint 
job is for labor and 30 per cent 
fox materials. Now costs have 
come down so that a paint job is 
a really good buy, even when 
one has to hire the work done. 

Of course a large share of the 
paint purchased at your store 
will be applied by the home own- 
ers themselves. Householders 
who do their own painting will 
be inereased in number this year 
due to many people having more 
leisure and the desir¢ to save 
money. Many 
will find it a lot 
easier to hire 
the work done at 
a very reason- 
able cost this 
spring. While 
wage reductions 
are being made 
in the building 
trades in many 
cities, there is 
another condi- 
tion which has 
more effect on 
the paint sales 
of the hardware 
store. 

In many neigh- 
borhoods there 
are capable men, out of jobs, 
who will turn their hands to 
painting and do excellent work 
for a nominal wage. The home 
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owner will purchase the mate- 
rials from his local dealer, en- 
gaging the “handy man” to ap- 
ply them. One “handy man” in 
a suburban section has created 
a job for himself by painting 
kitchens and bathrooms at from 
three to five dollars a room, plus 
the cost of the materials. He 
gets jobs from many people who 
would hesitate to call in a master 
painter or who would not have 
the time or desire to do the work 
themselves. The local dealer 
gets the resulting business. 
Some of these “handy men” are 
advertising their services through 
distributing cards and circulars 
in their neighborhoods. All this 
promotion of household repair 
jobs has its effect in creating 
business for the hardware store. 

Make your plans early in the 
season. The first few days of 
warm spring weather will make 
people think about fixing up their 
homes and this means painting 
of one kind or another. 

There is plenty of opportunity 
to feature the better values this 


CQUERS ENAMEL 


WIN WILLIAMS 





This is the type of window sug- 
gested by the author in this 
article. It was used by M.R.B. 
Hardware Co., Howell, Mich. 


Things 
To Do 


l. Start your paint cam- 
paign early. 

2. Open the season with 
a real merchandising 
event. 

3. Use aggressive advertis- 
ing. 

4. Organize the _ sales 
force to give real paint 
service. 


year without making drastic cuts 
in prices. An early season paint 
sale will prove a powerful incen- 
tive to many to get their supplies 
at once instead of waiting until 
the day they are going to start 
the job. Your paint merchan- 
dising also creates the’ desire to 
paint and gets many people in- 
terested in doing work which 
otherwise they might never have 
thought of doing. 

In preparing for a_ spring 
paint sale, first look over the 
stock and pick out a few good 
leaders. It is not necessary or 
desirable to make large reduc- 
tions on staple 
goods, but a few 
genuine bargains 
in specialties are 
worth while. 
Most specialties 
carry a wide 
margin of profit, 
so that more im- 
pressive reduc- 
tions can be 
madeonthem 
than on the sta- 
ples. Quick dry- 
ing enamel or 
lacquer for 
porch furniture 
makes a good 
leader during the 
spring season. 
You might offer a small brush 
free with every can or give a 
quarter pint can of enamel for 

(Continued on page 48) 
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Just Among Ourselves 


by CHARLES J. HEALE 
Managing Editor, Hardware Age 


OurtswE selling has a very 
definite place in the hardware 
merchant’s sales campaign, but it 
must be operated on a_ profit 
basis. Lines sold this way must 
offer a large enough unit of sale, 
adequate margin and sufficient 
volume opportunity to justify the 
selling costs. To hear some critics 
talk, you would gather the im- 
pression that half of the average 
store’s stack could be sold on this 
basis. There has been an un- 
healthy and unfair attitude in 
much of the criticism I have heard 
about the dealer’s “failure to sell 
this, that and everything else with 
a special crew of outside sales- 
men.” In any one week visitors to 
my office, will offer enough out- 
side selling activity ideas to keep 
the staffs of the bigger and better 
stores “on the hoof” about twenty 
hours a day, for ten days a week. 
To hear some folks talk, one 
gathers the impression that the 
lines in question are the only ones 
in stock worth having. It will be 
a happy day, and one of profit to 
all concerned when manufactur- 
ers realize specifically where 
their lines actually fit into the re- 
tail hardware store picture and 
make up their store quotas, dis- 
play and sales ideas accordingly. 


— HA — 


Here’s a bonus system that 
worked well in a shirt factory, 
retail hardware store and a hotel 
supply business. Each employee 
was rated with one full point for 
each $1,000 per year salary and 
one half point for each year of 
service. The money available for 
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bonus _ distribution 
was divided by the 
total number of points 
and each employee 
received his pro rata 
share. This seems 
like a very equitable 
basis in that those 
whose limited talents kept their 
salaries low, could, by virtue 
of service, compete fairly in the 
distribution of any of the plums. 
A $1000 man working faithfully 
for ten years, perhaps on a rather 
drab job, would have six full 
points to his credit. He would get 
the same bonus as a more spec- 
tacular worker whose salary was 
$2,000, but whose length of ser- 
vice was only eight years. This 
plan properly considers years of 
service as well as earning capac- 
ity. Important, too, for many a 
business depends as much on the 
drab low salaried folks as on the 
higher paid “smarter” fellows. 
A bonus system based only on 
sales might easily disrupt store 
service, cause unwarranted high 
pressure methods on large items 
and indifferent attention on small 
purchases. 

The gross amount of money to 
be distributed in the bonus was in 
each case determined by the own- 
ers. 


ees | 


Ir looks as though future prof- 
its may come very largely from 
reduced expenses. For the sake 
of morale, it will be well to real- 
ize that salaries are not the only 
costs in a retail hardware busi- 
ness. From close observation of a 





great many hardware 
stores, in the past 16 
years, I am quite sure 
that few if any retail 
‘hardware — salesmen 
are overpaid and few 
stores overmanned. 
In the easy volume 
days of the not so distant past, 
all kinds of business developed 
habits, the extravagances of 
which were governed largely by 
available funds.’ The very nature 
of the hardware business kept 
such activity from gaining much 
headway in our field, except in 
the costly, indiscriminate buying 
habits that must be curbed now 
if they have not already been 
stopped. It is not so much that 
quantities have been excessive 
but that buying has been done 
from too many sources. Time and 
energy has been given to buying 
all out of proportion to any real 
savings effected by such close 
attention. Concentrated buying 
from the fewest possible sources 
will provide more time for sell- 
ing activity. Competition takes 
pretty good care of prices you 
pay. If you line up with a few 
good houses, you could well af- 
ford to consider such firms as 
your buying department and de- 
vote your own time and energy to 
making sales. Any money you 
make will come from sales. 
That’s why I have the temerity to 
predict future success to the re- 
tail hardware store where 90 per 
cent of all energy and thinking 
goes to sales effort and only 10 
per cent to buying and other ad- 
ministration matters. 
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Sales Tax Measure 
Appears Imminent 


ESPITE 
growing non- 
partisan op- 


position, it is prob- 

able that the manfacturer’s 
sales tax proposal will become a 
law. A new and radical step in 
American revenue policies, it 
provides a 21 cent levy on the 
manufacturer’s sales price 


“There, of course, will be com- 
plications in connection with this 
21, per cent tax. Suppose goods 
are bought and shipped with a 
long dating. In that case both 


respondent, reports: 
“The manufacturer’s 
sales tax will be 
passed to the ulti- 
mate consumer, say its oppo- 
nents. It has been the source of 
a great deal of criticism. At the 
same time it has met with some 
approval as being the best scheme 
for raising a large revenue 
to meet a tremendous treas- 





of all manufactured goods. 
Certain food and farm prod- 
ucts, religious articles, pub- 
lications, fertilizers and 
goods for export are ex- 
empted. Although it is not 
mandatory, the manufac- 
turer may pass the tax on to 
the wholesaler. The latter 
could pass the toll to the re- 
tailer, who in turn would 
charge it to the consumer. 
The burden of reporting and 
returning the tax to the gov- 
ernment, however, is clearly 
the responsibility of all the 
manufacturers whose an- 
nual sales exceed $20,000. 

Proposed as a temporary 
measure to expire June 30, 
1934, it is estimated that 
this tax will raise $599,- 





VER the protests of 
organized business 
widely supported by the 
trade and daily press, the 
Sales Tax on Manufac- 
tured Goods is expected to 
become law. Many of its 
supporters concede that 
the measure is not desir- 
able but hold that the 
deficit demands quick ac- 
tion for sure revenue. 
Salient facts on this emerg- 
ency measure are given in 
this article. 


ury deficit. 

“Canadian authorities fa- 
vorable to the tax plan say 
retailers have not taken ad- 
vantage of the tax to in- 
crease selling prices, at least 
to any material extent. Nev- 
ertheless, it has been pointed 
out, it has been passed on to 
the ultimate consumer. An 
advantage claimed is that it 
covers such a wide variety 
of products that the tax is 
light and hardly felt, if at 
all, by consumers. Mani- 
festly hardware manufac- 
turers will have to pay the 
tax. They will have the 
privilege of including the 
tax in their selling price or 
of showing it as a separate 
item on their invoices. They 








000,000. Starting 30 days 
after the bill is signed, the 
tax will be collected under a sys- 
tem of licenses for which the 
manufacturer will pay $2. Un- 
der the license plan the manu- 
facturer will make sworn month- 
ly statements of his volume and 
send these with payments to the 
treasury department. To admin- 
ister the law, three additional ex- 
ecutive treasury department jobs, 
paying $9,000 each, will be cre- 
ated. Other officers and em- 
ployees may be added as needed. 

In this issue, Saunders Nor- 
vell discusses this subject very 
thoroughly. An important point 
is covered when he says in part: 


MARCH 17, 1932 


the manufacturer and his cus- 
tomer will lose the interest on the 
tax that will be paid at the time 
the goods are shipped. Suppose 
goods are returned. Will there 
be a credit allowed on the tax 
already paid? Shouldn’t the law 
make it mandatory upon the 
seller to charge the tax? If this 
is not done some manufacturers 
will absorb the tax themselves, 
while others will not, and this 
will lead to endless confusion.” 
It may promote also another 
form of unethical price competi- 
tion among manufacturers. L. 


W. Moffett, our Washington cor- 


“thus really become collec- 
tion agents for the government. 
Since the tax is assessed at the 
ultimate source before the prod- 
uct goes into consumption, pyra- 
miding is avoided.” 

In common with other retail- 
ers, hardware merchants gener- 
ally have strenuously objected to 
any form of sales _ taxation. 
HarpwarE AcE has urged on 
several occasions that its read- 
ers advise Congressmen and 
Senators in no uncertain terms 
that they did object and oppose 
such legislation. 

At press time opposition to the 
measure is more pronounced. 
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AINT and home furnish- of Appleton, Wis., gets across What can be done with color- 
ings are the features of this with a direct appeal. Here the ful packages is shown in the Chi- 
week’s window displays. large poster is the center around cago Retail Hardware Associa- 

Both are particularly seasonable which the display is balanced.  tion’s model store window. 

and lend them- — 

selves to appealing 

arrangements. Note 

the paint displays 

feature a single 

line, giving the 

selling message a 

directness that 

would be lost if 

several brands 

were displayed. 

The Salerno 

window, from De- 

troit, Mich., was a 

colorful display. 

using artificial 

grass on the floor 

and well placed 

brushes, paint and 

dealer hel ps pro- 

vided by the manu- 

facturer. 

A similar and 
very effective win- 


dow by Schlafer 





MARCH 17, 1932 











i i 
L 











I fst 
Hardware Age Original Window Suggestions (| 



















































































Reprints of our article 
on how to make your 
own Hardware Age Inter- 
changeable display fix- 
tures are still available. 
Write the window dis- 
play editor for it, send- 
ing stamped, addressed 
envelope. Hardware 
Age, 239 West 39th 
Street, New York. 


EATNESS, balance and 
direction are outstanding 
features of these display 


suggestions prepared by our 
artist-display man. No matter 
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More Original 


‘ 


where the eye strikes one of these 
displays it is gently led to the 
other points. From the slightly 
raised step in the foreground to 
the big poster in the.top center, 
the eye is taken in easy stages. 
That is the way your customers 
are shown the whole display be- 
fore they realize it. This order- 
ly process tends to impress the 
merchandise upon the mind of 
the observer in a way that “stays 
put.” 

The mop, broom and sweeper 
handles are pointed to the center 
background, not merely because 
they need something to lean 


against, but to call attention to 
the message printed there. The 
lawn mower handles are placed 
in the position you see them so 
that when the customer looks at 
the picture (and who will not 
look at a picture?) the eye slides 
down the handle to the other mer- 
chandise, and, presto, he has 
taken in the whole show. 


There is a science to this win- 
down trimming, and the mer- 
chant who recognizes and uses it, 
will benefit far beyond those who 
just pile merchandise in the 
window. That hardware mer- 
chants are taking advantage of 
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Window Displays 


this fact is amply indicated by 
the large number of requests be- 
ing received by the window dis- 
play editor, asking for the in- 
struction sheet which tells how 
to make these display fixtures, 
which are capable of many com- 
binations. The panels at the back 
of the windows and the plateaus 
are all parts of the interchange- 
able fixture. HarpwarRE AGE 
originated these fixtures for the 
hardware trade and their recep- 
tion is gratifying. 

The poster for the lawn equip- 
ment window is one of the easy 
method posters for which a chart 
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is here presented. Simply en- 
large the squares to the size you 
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wish to make the poster and map 
it out as shown in the illustra- 
tion. The letters along the top 
and figures down the sides are to 
provide an index by which you 
can follow the drawing. It is 
easier than you may suppose. Try 
it. You will soon be able to make 
good posters for your windows. 


It is the aim of this department 
to make window trimming ex- 
perts of hardware men and their 
assistants. Follow this series 
each week and take advantage of 
the innovations presented from 
time to time. 
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A NEW WEEKLY 
FEATURE! 





How’s te IIardware Business? 


by STEWART JAMES 


A trade digest of 
conditions affecting 
distribution of hard- 
ware and allied mer- 
chandise, gathered 
from trade areas of the 
entire country and pre- 
sented as a weekly fea- 
ture of Hardware Age. 
Mr. James will inter- 
pret for hardware men, 
such basic factors as, 
crop outlook, freight 
ear loadings, circula- 
tion of money, build- 
ing progress, employ- 
ment, etc. He will also 
deal with specific price 
trends, demand for 
merchandise, shortages 
and future outlook as 
reflected by his study 
of the national hard- 
ware market situation. 











March 15, 1932. 


Gains Proceed Slowly 


ERY slowly, but with more sure- 

ness, trade and morale continue 

to pull away from the lows of the 
recent past. There is relief in the very 
emergence toward spring from the third 
long winter of depression. There is re- 
laxing of the nation’s doubts and fears 
for her financial structure. There are 
more jobs for more workers—in fact, 
news of re-employment running into 
many hundreds comes rather frequently 
from various districts, as automobile 
and accessory plants are manned, and 
as railroad shops and repair crews are 
built up toward activity. Business 
leaders in a number of eastern indus- 
trial centers almost unanimously report 
better sentiment and renewed hope. 
But the next question usually brings 
the reply that there is little tangible 
increase in business transacted. 


Retail Buying Timid 

Retail and wholesale hardware are 
holding about the same pace as a week 
ago, with retail stores benefiting from 
movement of both winter and spring 
merchandise. Wholesalers are de- 
pendent upon selling of spring lines 
alone, and report continued hand-to- 
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mouth retail ordering, but involving 
more items, and more urgency for 
quick shipment. Leading jobbers feel 
sure that dealer stocks are lacking the 
essential quantity and variety to supply 
even a reduced spring demand, and 
fear that a lot of needed volume will 
be lost by delay in completing retail 
lines and displays. 


Collection Situation 


Despite the greatly improved bank- 
ing outlook, no improvement is yet re- 
ported in collections throughout the 
country. Since no greater promptness 
can be noted, wholesale and retail 
credits remain restricted to a degree 
which seems unjustified. Here, again. 
the badly needed flow of seasonable 
buying is retarded. 

Bank failures during February fell 
to 110 as compared to the January total 
of 334. February failures were the 
lowest since July, 1931, according to 
the Federal Reserve Board. Com- 
mercial failures in the last week totaled 
659, against 637 in the preceding week 
and 614 in the like week of 1931, ac- 
cording to Dun’s review. Money in 
circulation, which usually increases at 
the end of the month to care for bill 
settlements, reversed its normal trend 
during the week ended March 2 and 
declined $9,000,000, showing in part a 
return of hoarded money. ; 


Governmental Program 


February was the first full month 
during which the Reconstruction Fi- 
nance Corporation was operating. In 
that period it drew $67,000,000 from 
the treasury to be advanced as loans 
to banks and businesses throughout the 
country. Of this total something more 
than a fifth has gone to railroads. The 
actual money drawn from the treasury 
by the corporation is, however, only a 
partial index to its helpful activity. In 
many cases it has stabilized banks by 
guaranteeing aid on the basis of avail- 
able securities, should help become 
necessary. These transactions, without 
showing upon the record of figures, 
strengthen the general banking struc- 
ture materially. The drive of the Cit- 
izen’s Reconstruction Organization to 
bring money out of hoarding has been 


actively launched. Since Feb. 10 money 
outstanding has decreased $48,000,000, 
showing that some hoarded currency 
is returning into service, and allowing 
other money to be retired into banks 
and the treasury. 

Similar to the organization of volun- 
teer workers in the war-time loan 
drives, the workers of the anti-hoarding 
campaign have been recruited and 
trained. Their sole purpose is the res- 
toration of idle funds to sound invest- 
ments and to healthy circulation, sc 
that industrial wheels now waiting for 
credit may be started turning, and so 
that workers now out of work may be 
employed again. The new United 
States “baby” treasury notes are recom- 
mended to the public as one means of 
employing idle cash, but the C. R. O. 
campaigners are not advocating pur- 
chase of these notes as against other 
securities. 


Progress of the Crops 


Early March cold weather over most 
parts of the country, with temperatures 
well below zero in the West, and near 
zero in other sections, led to appre- 
hension of damage to the new winter 
wheat crop. Sufficiently bullish senti- 
ment developed to bring about a slight 
mark-up in grain prices. 

Previous to this cold snap, reports 
to Bradstreet indicated that early mild 
weather over the winter wheat belt 
gave the plant a fair growth. Rela- 
tively little loss from winter damage 
was reported from the sections east of 
the Missouri River, but some doubt as 
to the outcome further west. Private 
estimates showed on March 1 a general 
condition of 79 to 81, compared with 
87.5 of last year. Seeding of oats has 
made fair progress in the Southwest. 
The sugar crop, as reported by New 
Orleans, is in an extraordinary condi- 
tion, with growth almost up to the nor- 
mal of July. Fertilizer manufacturers 
around Atlanta are operating on full 
schedules, with sales below normal, but 
due to cash payments profits are fair. 


Carloadings Show Drop 


Net increase of over 11,000 cars in 
revenue freight loadings throughout the 
United States for the first three weeks 
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of February were more than offset by 
a‘ severe slump during the last week, 
advance traffic reports from leading 
carriers indicate. While traffic con- 
tinued to improve in the South and a 
few spots in the West last week, heavy 
declines in the East and Southwest pre- 
dominated. 


Trend in Wire Products 


Leading American makers of staple 
wire products have issued to their 
salesmen the assurance that present 
domestic costs are at bottom, yet can- 
not reach the competitive prices on 
such items as barb wire and netting 
imported from Europe. These are sold 
largely through mail order houses and 
seaboard jobbers, yet frequently are 
not offered as foreign-made, and as 
showing certain real deficiencies, com- 
pared to the quality of American-made 
goods. 


Mail-Order and Chain 
Side-Lights 


The newly elected president of Mont- 
gomery Ward & Company is Sewell L. 
Avery, also a director of the United 
States Steel Corporation. Mr. Avery 
commented in part as follows at the 
recent annual meeting: 

“In common with all business our 
January and February have been quite 
adverse. Our situation seems to be, 
everything considered, on about the 
same percentage basis as exists in other 
fields. Within the last ten days, how- 
ever, there has been improvement in 
both the mail order and the chain store 
situation—of such dimensions that it is 
going to noticeably improve the Febru- 
ary showing, which nevertheless will 
not be too good. While the earnings 
have been bad, there has been nowhere 
any reason for anything but confidence 
in the soundness of this institution. 
Revision of store rentals and location 
is going forward constantly. The 
majority of the original retail store 
leases expire next year. About forty 
stores, mostly in the South, have 
already been closed and a few more 
will be closed.” 

February sales of several chain store 
systems show a rising trend. Gains are 
reported by some companies and the 
declines of others are smaller than 
those reported in January. The Wool- 
worth Company sales for last month 
decreased 3 per cent to a total of $18,- 
796,000, as compared with $19,385,000 
for the same month in 1931. For the 
two months to Feb. 29, 1932, sales 
showed, compared to the same period 
of last year, a decrease of 4.7 per cent. 
January sales decreased 6.49 per cent 
from 1931. February sales of the S. S. 
Kresge Company declined 7.06 per cent 
from February, 1931. In January the 
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decrease in sales from a year before 
was 9.97 per cent. 


News of Hardware 


Screen cloth prices are at last show- 
ing the effect of the mail order quota- 
tions, below average dealers’ costs, 
published in the January mail order 
catalogs. While regular price sched- 
ules, based on $1.60 per 100 square 
feet for 12 mesh black cloth, have been 
closely adhered to by all the manufac- 
turers on their advertised brands, it 
has been manifest that retailers could 
not pay these prices in any area cov- 
ered by the mail order prepaid distri- 
bution. The market has recently noted 
the incongruity of a pricing of $1.45 
or lower, by jobbers, on private 
branded cloth, from the same looms 
and of identical quality with leading 
$1.60 manufacturers’ brands. 

Hardware executives are warning 
their customers of the growing prob- 
ability of a Federal sales tax being 
enacted, to apply especially to articles 
in the luxury classes. This tax will be 
levied at the source, but, of course, 
must be immediately reflected in the 
price of the goods. For example, a 
tax of 10 per cent on ammunition 
means the jobber will have to pay 19 
per cent more, and must charge the 
retailer a like amount. While jobbers 
are not advocating speculation, it would 
certainly seem wise to maintain reason- 
ably liberal stocks of such merchan- 
dise. 

In addition to the probability of new 
Federal taxation, the effect of the 
Glass-Steagall bill will probably be to 
raise the price of raw commodities and 
basic manufactured goods. Apparently 
the Government has decided that dras 
tic measures must be taken to prevent 
further decreases in the price of com- 
modities. If this type of mild inflation 
is successful, there is going to be a 
gradual raise in the prices of merchan- 
dise, and in a few months dollars will 
not buy as much as they do today, an- 
other reason why a merchant should 
keep his stock reasonably complete. Of 
course, lines are meant that have been 
deflated and are selling on a revised 
low basis. There are still many items 
in hardware that have not yet been de- 
flated, and relatively are on too high 
a price level. 

Makers of dairy supplies advise that 
the mild weather which has generally 
prevailed all winter has resulted in 
pastures being unusually advanced at 
this season. Dealers therefore expect, 
and are preparing for, an early season 
on dairy tinware and other dairying 
essentials. Prices are lower than for 
years past. 

Substantial further price reductions 
have been made in leading lines of 


electric refrigerators. These are fast 
changing from the luxury class to the 
class of staple necessities, particularly 
in the cities and towns, where competi- 
tion in price, terms, and service make 
ownership of this convenience espe- 
cially easy. 

It is still too early for shipments of 
screen doors and window screens, ex- 
cept in the South, but there is a large 
March demand for screen frame lum- 
ber and moldings, for pre-season re- 
pair work. There is much new com- 
petition in this field, and prices are 
well below last year. 

Some amazing bargains on low-priced 
baseball equipment are making their 
appearance, and almost unbelievably 
low pricings on fishing rods, and on 
level-winding reels of dependable work- 
manship. 

Ice pick manufacturers are making 
some concessions and jobbers have 
lowered prices on the higher grade 
icemen’s picks. Household picks will 
continue at the same pricing as during 
the season of 1931. The makers claim 
that from those levels they cannot af- 
ford further reductions. 

The staple BX electrical cable has 
just been reduced about $4 per 1000 
feet—a rather wide-open market being 
in prospect as a result of the collapse 
of certain patent claims under recent 
litigation. 

Manufacturers of competitive grade 
galvanized warepails, tubs, ash and 
garbage cans, etc.—all complain of 
profitless operation at today’s low 
prices. Several makers are reported to 
be refusing orders of tempting volume 
in preference to meeting the lowest 
ruling prices. Jobbers feel that the 
probability of further reductions is re- 
mote, and that the next price change 
may be upward. 





Department Store Sales 
Declined in February 


There was no more than the usual 
seasonal reduction in department store 
sales between January and February, 
the Federal Reserve Board announced 
recently. 

The board’s index was 79 in Febru- 
ary on the basis of the 1923-1925 aver- 
erage as 100, compared to 79 in Janu 
ary and 81 in December. 

“In comparison with a year ago the 
value of sales for February, according 
to the preliminary figures, was 16 per 
cent smaller, and when allowance is 
made for one more trading day in 
February this year, than last, the de- 
crease is about 19 per cent,” the board 
said. 
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LAWN MOWERS 


(Brand Name) Lawn Mowers 
are recognized as one of the out- 
standing good mowers in the 
country. They are noted for 
their long wear and service as 
well as their close smooth cut- 
ting and easy running qualities. 
All the features of the very ex- 
pensive mowers. Five cutting 
blades—large 11-inch wheels— 
saw steel bed knife, heavy shrub 
bar, extra wide treads—compare 
this low price for the same high 
quality. 


(List Lawn 
Tools with Prices) 


YOUR STORE NAME 


By Samuel Kalp 


HOW TO USE 


The illustrations, layouts and ads supplied with this service are especially 
planned to help every hardware store make its advertising more practical 
and effective by the liberal use of human interest illustrations. Copy is 
always supplied in so far as it is practical for use by all of our clients. 


The description and pricing of the items must necessarily be left to the in- 
dividual store in most cases. In writing the descriptions to give to your 
printer with the supplied ad layout keep in mind that brief, to the point 
descriptions are the most effective. The style, size, colors, unusual fea- 
tures or special economies effected by the use of the item should be given. 
If greatly reduced, it is sometimes desirable to show former as well as 
reduced price. If any question arises concerning the use of these ads, write 
us. You'll find us willing to help you sell more hardware at all times. 


HOW TO ORDER 


If you have local stereotyping facilities, request the complete sets of mats 
of all the advertising illustrations of these two pages, inclosing your check 
for $1.25. If you need mounted cuts order them by number given under each 
cut, listing the numbers in a column. Figure the charge of 35c. for each 
cut when less than ten cuts are ordered; when ordering ten cuts or more 
figure the charge at 30c. for each cut ordered. Inclose check with order, 
please—this saves bookkeeping of small amounts. Send all orders to 


HARDWARE AGE ADVERTISING SERVICE 
239 W. 39th St. New York City 


(All Ads Are Planned Six Weeks in Advance to Give You Ample 
Time to Order Illustrations) 














Let a Bird Sing} 
in Your 
Home 





A good looking 
roomy cage at 
about % the price 
you would usual- 
ly pay for such a 
fine home for your 
bird. Spring bough 
perch, unbreak- 
able cups, remov- 
able base makes 
it easy to clean. 


Height, 65 inches. 
A true value! ey, 
12 
YOUR STORE NAME 











It Pays to Shop At 
(STORE NAME) 


You'll find quality as well as low prices 
here. We believe that real values are 
not made of “junk” at cheap prices. 
Our values represent the same fine 
merchandise you have been accus- 
tomed to find at (Store Name) for 
years but our prices are cut down to 
the 1932 level. 





(List Items for 
Fixing Up the Home 
With Prices) 


New Awnings 


Gay painted striped window awnings 
to dress.up your home as well as add 
to your comfort. The extra heavy gal- 
vanized iron frame together with the 
high grade of Army Duck used, as- 
sures longer wear for these awnings. 
They extend down the window 2% feet 
with additional 9-inch valance which 
greatly adds to their effectiveness both 
for shade and appearance. Easy to 
hang. Complete with elbow fittings 
and ropes ready to hang. Sizes Z 


YOUR STORE 





NAME 
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Plan a Big Promotion With Special 
Advertised Values tor Mother’s Day 
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Mother’s Day 


S-P-E-C-I-A-L-S 


These specials are for Mother—things to 
gladden her days and make her home- 
making tasks easier. Careful planning 
and buying has made it possible for us 
to offer you these fine quality specials at 
prices you can afford. Make sure of her 
happiness for Mother’s Day and the 
years to come. 


(List Items 
With Prices) 





Refrigerators 


You can’t beat these refrigerators at 
this low price. They guarantee you 
well preserved foods the year around 
at a minimum cost. Exceptionally well 
built throughout. They are thoroughly 
insulated with wood fiber board and 
felt. Exterior and interior finished in 
gleaming white enamel. Ice chamber 
lined with galvanized iron. 3 handy 
shelves. The casters make it easy to 
move. Width —, height —, depth —, 








50 Ib. size, 


zOowvwR 


STORE 
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Give Him 
ROLLER 
SKATES 


Nothing like them to get the 
children out in the open air and 
enjoy good healthful exercise. 
Here is a roller skate that is 
puilt for long wear and satisfac- 
tion. Ball bearing—front and 
rear axles mounted in rubber 
cushions. Heavy adjustable steel 
frames with leather back strap. 
The kind of skates that usually 
sell for ( ). 
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Ball Bearing 
YOUR STORE NAME 

















A Great §S 





s 
Bicycles 

Here they are, Boys—the 
kind of Bikes you’ve been 
dreaming of. Snappy look- 
ing model with chromium 
plated (non-tarnishable) 
trimmings, finished in a 
bright red trimmed with 
white. All the features 
of bikes costing at least 
1/3 more—tree wheeling 
coaster brake—reinforced 
handle bars, tail light, 
high grade tires. Com- 
pare this price. 


YOUR 








Coaster Wagons 


An extra strong easy run- 
ning wagon at a remark- 
ably low price—regular 
20 gauge auto steel makes 
the full size of ( ) 
body. 9%-inch roller 
bearing double disc steel 
wheels with 2-in. long 
wearing hub. Heavy rub- 
ber tires — extra strong 
steel axles. Painted a 
brilliant red. Boys, here’s 
a real wagon! 


STORE 





ALE of 
WHEEL TOYS 


Every year we put on a big 
Sale of Wheel Toys for the 
boys and girls of (City). 
Never in our history have 
we offered such fine values 
as this year. The best kind 
of Wheel Toys at least 1/3 
less than you are accus- 
tomed to see them. 


Scooters 


Fine for the child who is 
not old enough for a bike. 
Built with all the care- 
ful workmanship and skill 
of our bicycles. Of steel 
construction — footboard 
piece extending up over 
front wheel to serve as 
mud guard. Large (_ ) 
double dise steel roller 
bearing wheels with big 
balloon tires. Parking 
stand. Finished in red 
enamel. 


NAM E 
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Sparkling New 
Beverage Sets 


They’re really wonderful, these 
Beverage sets, salad sets, trays 
and other summer entertaining 
needs. They’re so new and dif- 
ferent looking and appear twice 
as expensive as they really are. 
We believe it will be years be- 
fore you see again such lovely 
things priced so low. Act now, 
for quantities in some styles are 
limited. 


(List Items 
With Prices) 


YOUR STORE NAME 
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NEW ENG. ASSOCIATES 
HOLD STAG BANQUET 


The annual stag night banquet 
and entertainment of the New 
England Hardware Associates 
was held at the Hotel Bradford, 
Boston, Mass., March 2, with 
more than 550 attending. Dur- 
ing the evening president John 
J. Gillis of the American Steel 
& Wire Co., Boston, Mass., was 
presented with a traveling bag 
for his efforts in behalf of the 
associates during the past year. 


William G. Mcintyre’ was 
chairman of the committee for 
the banquet. At the annual 


meeting of the associates, presi- 
dent Gillis presented Mr. MclIn- 
tyre with a $20 gold piece as a 
token of appreciation from the 
club for his success in putting 
the stag night on. 





FAHY, VICE-PRESIDENT 
OF PATENT CEREALS CO. 


F. K. Fahy, formerly general 
sales manager, The Patent Ce- 
reals Co., Geneva, N. Y., was 
recently elected vice-presideut 
and general manager of the com- 
pany. Mr. Fahy has been with 
the organization for the past fif- 
teen years, chiefly in a sales ca- 
pacity. He succeeded the late 
George S. Trant as vice-presi- 
dent and general manager of the 
organization. 

Howard Robbins has been ap- 
pointed sales manager for the 
Rex Dry Paste and Dic-A-Doo 
Paint Cleaner departments. Mr. 
Robbins has had wide experience 
in the sale of such products. 





TROLAND TO CLOSE OUT 
HARDWARE DEPARTMENT 


Edwin Troland, 104 Pleasant 
Street, Malden, Mass., will close 
out his retail hardware and elec- 
trical business, but will continue 
the plumbing and heating depart- 
ments. He has operated the 
business for more than 33 years. 





ELECTROMASTER 
APPOINTS TWO NEW 
DISTRIBUTORS 


Gerald Hulett, sales promotion 
manager, Electromaster, Inc., De- 
troit, Mich., has appointed two 
wholesale distributors. Republic 
Radio Co., Detroit, Mich., with a 
branch in Grand Rapids, Mich., 
will distribute Electrochef in the 
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western part of Michigan. Linde- | 
man-Hoffer, Inc., St. Louis, Mo., 


will distribute Electrochef in St. 
Louis and surrounding Missouri 
and Illinois territory. 





H. R. AUDET IS MICHIGAN 
MGR. FOR GREENFIELD 





H. R. AUDET 


H. R. Audet has been ap- 
pointed as Michigan manager for 
Greenfield Tap & Die Corp., 
Greenfield, Mass., under super- 
vision of C. C. Ziegler, district 
manager of the company’s west- 
ern territory. He had been with 
the General Motors Export Co. as 
a division manager for six years 
previous to his new connection 
with the Greenfield organization. 
The major portion of his business 
career has been devoted to the 
manufacture and sale of precision 
screw thread cutting tools and 
gages. 

When the United States en- 
tered the war, Mr. Audet was a 
tool and gage engineer with New 
England Westinghouse Co., 
Springfield, Mass. Generel 
Pierce, then commandant, 
Springfield Arsenal, appointed 
Mr. Audet as a captain. In 1919 
he joined the Greenfield Tap & 
Die Corp. as Michigan manager, 
later being called to the Geo- 
metric Tool Co. as general man- 
ager. 


J. B. COFFINBERRY JOINS 
DU-ALL MFG. CO. 

The Du-All Mfg. Co., Geneva, 
Ohio, manufacturers of dust mops 
and household brushes, has an- 
nounced that John B. Coffinberry 
has joined the company as field 








representative. He has had years 


of previous sales experiences. 


T. GROGAN, PRESIDENT, 
BROOKLYN ASS’N AND 
H. R. CONNER, SECT’Y 


Thos. Grogan is the new presi- 
dent of the Brooklyn Hardware 
Association. At the annual elec- 
tion held in the Johnston Build- 
ing, Brooklyn, 
N. Y., Thurs- 
day, March 10, 
he succeeded 
Robt. L. Ham- 
mond, who 
had served 
s u cc essfully 
for two years. 
Vice-presidents 
chosen are Jos. 





Platz and M. 
A. Tarzian. THOS. GROGAN 
Henry F. 


Bond, treasurer for many years, 
continues in that office. H. R. 
Conner, New York manager, 
Pike Mfg. Co., and also secre- 
tary of the Hardware Boosters, 
was elected secretary. Past- 
president Henry Rohlfs was 
chairman of the nominating com- 
mittee. R. A. Atkinson and Mr. 
Hammond were elected to the 
board of directors for two years. 

Appropriate remarks by retir- 
ing officers, annual reports of 
treasurer and committees and 
other association business pre- 
ceded the election. H. A. Cor- 
nell, veteran question box chair- 
man, handled that end of the 
meeting. 

At the suggestion of Vice- 
president Tarzian, the new secre- 
tary will plan an intensive per- 
sonal visit campaign on_ indif- 
ferent members to endeavor to 
inspire their attendance and gen- 
eral active participation in the 
organization’s work. It is planned 
to survey the entire membership 
with a minimum of 15 calls 
per month by Mr. Conner, who 
will ask for data on non-al- 
tendance. 


SPENCER HARDWARE IS 
DAMAGED BY FLAMES 


Fire recently damaged the 
store of Spencer Hardware Co., 
Keene, N. H. Stock in the store 
and in the storerooms on the sec- 
ond and third floors was dam- 
aged. 





ST. LOUIS TO HAVE A 
SPRING CLEANING WEEK 

“Spring House-Cleaning Time” 
will be held in St. Louis April 18 
to 30, during which period the 
Chamber of Commerce with the 
cooperation of the Board of Edu- 


cation and various civic and 
commercial organizations, will 
conduct a_ city-wide clean-up, 


paint-up, plant-up, fix-up cam- 
paign in an effort to improve the 
general appearance of St. Louis 
and to provide work for many of 
the city’s unemployed. 

The campaign, which has been 
officially proclaimed by Mayor 
Victor J. Miller, will be the first 
concerted city-wide _ clean-up 
movement conducted in St. Louis 
since 1908, when the first cam- 
paign of this nature ever carried 
on “in the United States was 
staged there. 

This year’s campaign will be 
under the direction and guidance 
of the Civic Development Bureau 
of the Chamber of Commerce, 
and will be carried on largely 
through the schools. 

The St. Louis Board of Educa- 
tion and the city administration 
have promised their wholehearted 
cooperation in the campaign, and 
unqualified indorsements and 
pledges of support have been 9b- 
tained from most of the city’s 
leading civic and commercial or- 
ganizations including the Gen- 
eral Council on Civic Needs, the 
Associated Retailers, the Real 
Estate Exchange, the American 
Legion, St. Louis Electrical 
Board of Trade and others. Ra- 
dio stations KMOX, KWK and 
WIL also have pledged their sup- 
port to the movement. 

The St. Louis campaign will be 
under the direction of a large 
committee headed by P. C. Fray- 
ser, vice-president, Simmons 
Hardware Co. 


NRHA MEETS JUNE 20.23 
IN MINNEAPOLIS, MINN. 


The National Retail Hardware 
Association Congress will be held 
at the Curtis Hotel, Minneapolis, 
Minn., June 20 to 23. H. P. 
Sheets, managing director, 
NRHA, has his offices at 915-935 
Meyer-Kiser Bank Building, In- 
dianapolis, Ind. 
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_ OPPOSE LICENSE FEE 
FOR LOCKSMITHS 


The recently formed New Jer- 
sey Retail Hardware Association, 
comprising hardware dealers in 
Newark and vicinity, held a reg- 
ular meeting March 3, at which 
time there was discussion of a 
bill sponsored by the Master 
Locksmiths Association to com- 
pel key makers and stores hav- 
ing key-making departments to 
pay a license fee of $50, with a 
penalty of $200 and imprison- 
ment of six months for violation 
of the license law. 

The association agreed that the 
bill has good features, in re- 
stricting issuance of licenses only 
to reputable business, but it was 
held that the fee excessive. 
A committee was 
to meet with the 
smiths Association to discuss the 
bill and seek a change in its 
terms. Unless certain changes 
are made the association plans 
to oppose the entire measure. 
Maxwell M. Plotkin, 972 Broad 
Street, Newark, N. J., is attorney 
for the organization. 

Officers are: President, Joseph 
Heller; vice-presidents, Louis 
Goldstein and Jacob Chesler; sec- 
retary, Charles Prior, and treas- 
urer, Emanuel Shaw. 


1s 


ACCEPT RECOMMENDA.- 
TION ON WHEELBARROWS 
(From Our Washington Bureau) 

The revised simplified practice 
recommendation covering wheel- 
barrows has received the re- 
quired degree of acceptance 
from interests in the industry 
and may be considered as in 
effect as of April 1, according to 
the Division of Simplified Prac- 
tice, Bureau of Standards. Forty- 
one sizes and types of wheelbar- 
rows were listed in the original 
simplified practice recommenda- 
tion. In the revised program 
this number was further reduced 
to 27. Designation numbers 
also have been given the wheel- 
barrows contained in the revised 
simplified list. 


M. M. GODSCHALK OFFERS 
PERSONAL SERVICES 


M. M. Godschalk is again de- 
voting his activities to personal- 
ized efficiency service for retail 
hardware stores. Himself a mer- 
chant for many years and later a 
store engineer for Duluth Show 
Case Co., he has had experiences 
very useful in this work. Mr. 
Godschalk is prepared to analyze 
sales conditions, operating costs, 
display equipment, sampling and 
general store arrangement. His 
address is 319 Redwood Avenue, 
Inwood, L. I., N. Y. 
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jJ. L. FRI WILL HEAD 

TOY MANUFACTURERS 

James L. Fri, New York City, 
who has served as manager of 


the merchandising division of the 
National Retail Dry Goods As- 





J. L. FRI 


sociation for the past four years, 
will resign on June 1 to become 
managing director of the Toy 
Manufacturers of the U. S. A. 

Mr. Fri succeeds Fletcher D. 
Dodge, who resigned last Decem- 
ber to become president of the 
Converse-Mason Co., toy manu- 
facturers of Winchendon, Mass. 

In his new connection Mr. Fri 
plans to put into operation a pro- 
gram aimed at the development 
of closer merchandising relations 
between toy manufacturers and 
retailers. 


BURGESS BATTERY HAS 
NEW SALES BRANCHES 


The Burgess Battery Co. has 
opened complete sales offices at 
202 East Forty-fourth Street, New 
York City, and 2035 Main Street, 
Kansas City, Mo. Chicago, IIL. 
offices continue to operate as a 
district office only, as general 9of- 
fices have been moved to Free- 
port, Ill., where the manufactur- 
ing activities of the battery divi- 


sion have been concentrated. 
Manufacturing of automobile 


mufflers and all acoustic products 
will be at Madison, Wis., planis. 
Branch offices operating under 
the direction of the above three 
named district offices will also be 
maintained where warehouses are 
located: Boston, Mass., Atlanta, 
Ga., Minneapolis, Minn., Los An- 
geles, Cal., and San Francisco, 
Cal. Changes in the manufac- 
turing divisions were announced 
in the Jan. 28 issue of HARDWARE 
AGE. 
EMIGH HARDWARE CO. 
OPENS IN SACRAMENTO 
The Emigh Hardware Co. has 
opened at 1300 J Street, Sacra- 
mento, Cal., with Albert, Colby 
and Margaret Emigh of that city 





as incorporators. Albert Emigh 
had been associated with the 
Emigh-Winchell Hardware Co. in 
that city for 13 years. 





GRAY & DUDLEY CO. 70 
YEARS IN BUSINESS 


Gray & Dudley Co., Nashville, 
Tenn., manufacturers of Wash- 
ington ranges and stoves, is cele- 
brating this year its seventieth 
in business. 


The 


anniversary 





HOUSTON DUDLEY 


company was founded in 1862 by 
Dudley Bros. and Gray-Fall Co. 
as a wholesale hardware 
ness, Robert M. Dudley serving 
as president of the firm until 
1895, when the firm was chartered 
under the name of Gray & Dud- 
ley Co. Officials of the company 
in 1895 were: President, Mr. 
Dudley; vice-president, John M. 
Gray, Jr.; secretary, 
Dudley, nephew of the president, 
and J. T. Jenkins. 

In 1904 the company, which 
has been making Washington 
stoves and ranges more than fifty 
years, built a stove foundry in 
Nashville. In 1925 Houston Dud- 
ley acquired the interests of the 
Gray family and became presi- 
dent of the firm. At that time 
the organization discontinued its 
wholesale hardware business to 
devote its entire attention to the 
manufacture of stoves and ranges. 

Present officers of the company 
are: Pfesident, Mr. Dudley; vice- 
president, Foskett Brown, and 
secretary-treasurer, J. C. Lauder- 
dale. Directors are Messrs. Dud- 
ley, Brown, Lauderdale and Fran- 
ces Dudley Brown and J. B. 
Duke. 

A force of forty-five salesmen 
is kept on the road by Gray & 
Dudley. The foundry is three 
floors high and covers seventeen 
acres. 


HALE HDWE. CO. NOW 
IN NEW LOCATION 
The Hale Hardware Co., Sheri- 
dan, Ark., recently moved from 
the Martin Building, in that town, 
to its own quarters. 


busi- | 


Houston } 


DISTRICT OF COLUMBIA 
DEALERS DINE; DANCE 


Function of retail hardware as- 
sociations and their connection 
with the Pennsylvania and At- 
lantic Seaboard Hardware Asso- 
ciation were outlined by Ernest 
| Johanensen, of Johanensen Bros., 
| Baltimore, Md., at the second an- 
| nual banquet and dance of the 
| Retail Hardware Association of 
| the District of Columbia March 
| 7. Mr. Johanensen also made ref- 
| erence to the big hardware con- 
| vention of the Pennsylvania and 
| Atlantic Association, which will 
be held next year in Baltimore, 





| with the cooperation of the 
| Washington association. Here- 
| tofore the conventions of the 


former association have been held 
in Philadelphia. 

The Washington meeting was 
| attended by 365 and was held at 
| the Lee House, with H. A. Mars- 
| den, Thompson Wooc Finishing 

Co., Philadelphia, as toastmaster. 

| Senator Daniel O. Hastings of 
| Delaware was scheduled to speak, 
| but was unable to be present. 
General remarks were made by 
W. Glenn Pearce,  secretary- 
treasurer of the Pasha. 

The Washington association at 
its recent meeting elected officers 
| as follows: 

President, Alexander J. Berlin; 
first vice-president, George B. 
Stevens, George B. Stevens Co.; 
second vice-president, Leon E. 
Wedding; third vice-president, 
W. Windor Adamson, W. W. 
Adamson & Co.; secretary, F. A. 
| Weaver, Hugh Reilly Co., and 
treasurer, F. Tracy Campbell, J. 
Frank Campbell Co. 


MASBACK TO HAVE A 
| COMPLETE TOY DEPT. 


| Masback Hardware Co., Inc., 
|80 Warren Street, New York 
| City, wholesale distributors, has 
announced that it will have a 
complete toy department. In 
the past the company has han- 
dled a fairly representative line 
of toys, made up principally of 
the standard lines. The company 
plans to have a line of toys not 
only for dealers, who are just de- 
ciding to handle toys, but also 
for those who have been carrying 
such lines in the past. 

Paul J. Polke of the Masback 
organization will continue his 
activity in that department, and 
is anxious to have manufacturers 
of toys communicate with him 
and to send catalogs and quota- 
tions, so that his selection may 
be complete. The company 
plans to issue a complete toy 
catalog for the retailer as well 
as one for consumers, for dis- 
tribution through the dealer. 
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BARRETT HARDWARE CO. 
HELD SCOUT PARTY 


Recently the Barrett Hardware 
Co., Joliet, Ill, held a Scout 
party with 160 boys and 25 men 
as guests of the firm. C. I. 
Crawford of the Barrett store 
gave the guests a talk on fishing, 
explaining the different tackle 
used to catch game fish and told 
them about the conservation pro- 
gram of the Izaak Walton 
League. Pictures of fishing trips 
made by Mr. Crawford were pro- 
jected on the screen with a pho- 
tograph projector. Films and ad- 
vertising matter furnished by 


tackle manufacturers were ex- 
hibited. 
The scout executive, M. H. 


Hollingsworth, told the boys that 
the party was through the cour- 
tesy of Barrett Hardware Co. 
and informed them that a pic- 
ture of themselves would be ex- 
hibited in one of the store’s win- 
dows during the week of Feb. 8 
to 13. During that week scout 
trophies and exhibits of knots 
and various handiwork of the 
boys were shown in the window. 

Such good-will creating gath- 
erings may be promoted with the 
assistance of manufacturers of 
fishing, hunting and camping 
equipment and scout equipment. 

















SWENSON, WEST COAST 
ELECTROCHEF MANAGER 


A. H. Jaeger, general sales 
manager, Electromaster, Inc., De- 
troit, Mich., has announced the 
appointment of Louis R. Swen- 
son, Los Angeles, Cal., as West 
Coast manager for Electrochef 
sales. Mr. Swenson had previ- 
ously been with Thor Pacific Co. 
as sales manager. He has been 
active for fifteen years in the 
western states. 











TRACY HARDWARE STORE 75 YEARS IN BUSINESS 


Tracy Hardware Store, Chel- 
sea, Vt., has been using the same 
building since its founding, 75 
years ago, and has been operated 
in that time by two generations 
of the family. In 1857, during 
the panic of that year, E. 9. 
Tracy opened the business. At 
that time it had what was con- 
sidered one of the best equipped 
tin shops in the State. All tin- 
ware sold by the Tracy store was 
made in the tinshop. Tallow can- 
dles were then in use and the 
store introduced the first kero- 
sene oil into the town, which at 
that time cost $1.50 per gallon 
by the barrel. 
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O. D. Tracy, present Sperator 
of the store, entered the busi- 
ness in 1894 after completing a 
business college course in Bos- 
ton. Upon the death of his 
father, E. O. Tracy, in 1910, he 
became sole owner of the store. 
Owing to the present ill health 
of O. D. Tracy, the celebration 
planned for the seventy-fifth an- 
niversary had to be cancelled. 
His son, Robert S. Tracy, 17 
years old and a senior in Chel- 
sea High School, assists in the 
business during his spare time, 
making the third generation of 
the family to work in the store. 

The Tracys continue to live in 
the old family homestead. 





OBITUARY 


ROBERT EVELAND 


Robert Eveland, 58, Detroit, 
Mich., Michigan representative 
of E. C. Atkins & Co., Indian- 
apolis, Ind., died recently from a 
stroke suffered last spring. His 
first business activity was in the 
insurance sales field. At an early 
point in his business career he 
entered the hardware store of 
George Fox, Mayville, Mich. 
Later he worked in Sperry Hard- 
ware, Port Huron, Mich., and 
then with a retail hardware 
dealer in Houghton, Mich. He 
went from there to Marshall 
Wells Co., Duluth, Minn., in 
charge of sales for Iowa. 

Mr. Eveland went with the At- 
kins company in 1904, originally 
making his headquarters in Chi- 
cago, Ill. Several years later ne 
moved to Detroit. He was 
founder of the Saw & Specialty 
Co., Detroit, and was associated 
in thé Hardwood Products Co., 
Mayville, Mich., and Guilford, 
Me. In addition to his other 
business activities he operated a 
dairy farm in Fostoria and was a 
stockholder and director in the 
Mayville State Bank. 





MARCUS H. HOLCOMB 


Marcus H. Holcomb, 88, for 
thirty-three years a director of 
Peck, Stow & Wilcox Co., South- 
ington, Conn., died March 5 at 
his home in that city. During 
his active business years he was 
president, Southington Savings 
Bank and director of Southing- 
ton National Bank, Aetna Nut 
Co. and Southington Cutlery Co., 
as well as receiver of the Co- 
operative Savings Society of Con- 
necticut. Mr. Holcomb was a 
member of the bar and served in 
various judicial and legislative 





He was 
from 


capacities in the State. 
Governor of Connecticut 
1915 to 1921. 


CHARLES WIEGAND 


Charles Wiegand, 70, former 
vice-president, Standard Stamp- 


‘ing Co., St. Louis, Mo., makers 


of tinware, died recently at his 
home in that city, following a 
heart attack. In 1874 he began 
his connection with the business 
founded by his father, and in 
1908 became vice-president. 





WILLIAM H. MULLINS 


William H. Mullins, 76, for- 
mer president, Mullins Mfg. Co., 
Salem, Ohio, died March 6 at his 
home in that city. The Mullins 
Mfg. Co. was founded in 1882, 
and in 1890 he bought out his 
partner’s interest in the business. 
The company first engaged in 
metal stamping and art metal 
work. In 1905 the stamping of 
steel bodies for automobiles was 
started, as well as the manufac- 
ture of washtubs and refrigera- 
tors. Later the company special- 
ized in products made from new 
alloys. 

Mr. Mullins, who had been in 
ill health for years, retired from 
active management of the com- 
pany about eight years ago. 





WILLIAM W. BABCOCK 


William W. Babcock, 64, 
founder and president, Babcock 
Mfg. Co., Bath, N. Y., ladder 
manufacturers, died March 8 at 
his home in that town. He was 
active in political circles in 
that section, having served as 
under-sheriff of Steuben County. 
In addition to his other activities 
he was a director of the Farmers 
and Mechanics Trust Co. in Bath. 
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[ targets shown on this page represent thirty shots— 
five on each one. 





If you put them one over the other 
you would find that you could cover all thirty shots with 
a dime and have room to spare—a dime is too big. 

These targets were made by Mr. A. J. Henrich at the 
Queens Village Rifle and Pistol Club, Queens Village, New 
York, from a distance of fifty feet. 
and attested by a member of the National Rifle Associa- 
tion, and sworn to before a notary. The ammunition used 
was Kleanbore .22 Long Rifle. 


They were witnessed 


Do the small-bore shooters in your town do as well as 
this? It is probable that they do not, because such targets 


REMINGTON ARMS COMPANY, 


Thirty Shots on a Spot 
’ Smaller Than a Dime 





are exceptional. Even with Kleanbore we don’t often see 
examples of such perfect shooting. But, here’s the point 
for you if you want to win the interest and insure the 
continued patronage of those who buy .22 cartridges in 
your store. Point out the good 


marksmanship made possible with Kleanbore cartridges. 


Show them these targets. 


Tell your customers that many small-bore rifle shoot- 


ing records have been made with Kleanbore. They'll 


af PLannr22e, 


President 


welcome information of this 
kind, and they'll be glad to 
buy from the man who sup- 
plies it. 


Inc. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Digby 4-2300 


Manufacturers of Arms, Ammunition and Cutlery 


© 1932 R. A. Co. 





The Greatest Value Ever 


Offered—The Remington Standard American Dollar Pocket Knife 


MARCH 17, 1932 
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that make pipe threading 
easier, faster, with balanced 
stocks—build repeat business 


i) il \ ve 
Mi ye? 
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It is the clearance from the cutting points, 
the “’ backed - off’ design, that eliminates 
“drag and makes ARMSTRONG BROS. 
Pipe Dies easy cutting. It's the stuff they're 
made of (Vanadium Tool Steel) that makes 
this improved design possible and that holds 
sharpness. The features of these dies include: 


Solid Pipe Dies 
Free cutting Top Rake 
“Backed-off” Chasers 
Ample Chip Clear- 
ance 
Vanadium Steel 
Chasers 
Chasers solidly sup- 


ported (cast-weld- 
ed into die body) 


Adjustable Pipe 
Dies 

Correct cutting angle 

“ Backed-off ’ Chasers 

Correct Throat 
Angle 

Ample Chip Clear- 
ance 

Special Vanadium 
Tool Steel 


ARMSTRONG BROS. Stocks have bodies of 
Certified Malleable Iron, are smoothly 
finished, accurately machined. They are 
handier, are balanced — carry the Arm-and- 
Hammer Trade Mark, the recognized mark 
of the “ Better Pipe Tools.” 


ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 


314 N. Francisco Ave., Chicago, U.S A. 





Write for Catalog B-27, 
176 pages of Quality Tools 











An Effective Drive for Spring 
Paint Business 


(Continued from page 33) 


use as a trimming color with 
every quart can. These are ways 
of featuring leaders without de- 
cided price reductions. 

In offering house paint, make 
up a combination deal including 
all of the supplies needed for 
painting a small house, compris- 
ing about six gallons of pre- 
pared paint in white or colors, 
one gallon of any shade appro- 
priate for trim, oil and turpen- 
tine for thinning and_ two 
brushes, all offered at an attrac- 
tive unit price. In featuring 
floor paint, always a good seller 
during the spring for use on 
porches and steps, offer a deal 
including a floor paint brush 
with a half gallon, which is the 
amount required for an ordinary 
porch floor. 


Bring Paint Stock Up Frent 
for the Event 


For your spring paint open- 
ing, bring the stock out to the 
front or at least give it a promi- 
nent location in the store. Dust 
off the cans and clean up the 
labels if necessary to make as 
good appearance as possible. If 
you have any odds and ends of 
discontinued shades or lines, 
and most paint stocks do have 
them, here is an opportunity to 
offer some real bargains. Bring 
out these “shelf warmers” and 
mark them at prices which will 
move them. There are many 
ways in which these old goods 
can be used to give good service 
such as mixing up several odd 
lots for painting barns or fences 
where color is not considered 
very important. Sometimes the 
lighter shades can be sold for 
use as undercoaters. 

To carry out the sale idea let- 
ter a large sign reading “Spring 
Paint Sale” to be placed across 


the front of the store. This can 
be fifteen or twenty feet long or 
whatever length is needed to 
cover the store front. A roll of 
white or light colored shade 
cloth, which is inexpensive, can 
be used to advantage for a sign 
like this. Interior signs can be 
lettered on heavy paper or card- 
board. Signs should appear on 
delivery trucks while the sale is 
on. Of course window strips 
and show cards should empha- 
size the leaders and _ special 
values. Signs are an important 
feature of any special sale so be 
sure to use plenty of them. 


Use Plenty of Stock 
for Display 


Use plenty of stock in making 
the window display. Be sure to 
convey the sale atmosphere. 
Price cards should be on all 
items. Brilliant colored crepe 
paper such as the hardware 
orange can be used to cover the 
floor of the window or packing 
cases used to form steps for dis- 
playing the goods. The attrac- 
tive cutouts and show cards fur- 
nished by the paint manufactur- 
ers can be used to excellent ad- 
vantage in your windows but you 
need also the show cards, price 
cards and “talking signs” which 
you prepare yourself. 

If you use local newspaper ad- 
vertising, prepare a paint sale 
advertisement using as liberal 
space as practicable. A half page 
or even a full page may be desir- 
able. Use a bold heading, “Spring 
Paint Sale,” and carry through- 
out the copy the keynote that now 
is a good time to buy. Use elec- 
tros and mats of the packages or 
uses of the products and feature 
the price of every item in large 
type. In the descriptions of the 
various products be sure that 
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uses are featured, especially the 
‘uses appropriate to the spring 
season. 

Get the newspaper to run off a 
thousand or more copies of the 
advertisement on the regular 
newsprint for use as handbills. 
Have them distributed from 
house to house on the opening 
day of the sale, covering the mid- 
dle class residential neighbor- 
hoods. The cost of distribution in 
this way is less than the cost of 
mailing and for this sale should 
do a good job. In case it is not 
feasible to use newspaper adver- 
tising, the announcement can be 
made by handbills exclusively. 
If possible, include in your ad- 
vertisements some additional in- 
ducements to attract people to 
the store, such as free color 
cards, home decoration booklets, 
sample cans, painters’ caps or 
novelties if they can be obtained. 
Whatever advertising is used 
should be strong enough to give 
some real publicity to the event 
and get people talking about it. 
Make it more forceful in style 
than elegant. , 


Arrange Stock for 
Q@aick Handling 


Have the paint stock arranged 
in the store so that it can be 
handled quickly. A salesman 
should not often have to go down 
stairs to the basement or to a 
back room for a desired shade or 
size. Be sure that the sales people 
are well informed about the 
products and their uses and that 
they take an intelligent interest in 
seeing that each customer gets the 
right paint, 


enamel, under- — 
coater or brush ‘ 


for the work 
he intends to 
do. If sales 
people are 
brought in from 
other depart- 
ments to sell 
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paint be sure that they under- 
stand about the stock and the 
uses of various products. A repu- 
tation for helpful service in ad- 
vising customers about the right 
product for each surface and how 
to apply it, is a big asset to any 
paint salesman. 

It is a good plan to start a 
paint sale toward the end of the 
week and run it over the follow- 
ing week-end, that is, for about 
ten days. If it is going well the 
drive can be continued for two 
weeks or longer. Sometimes, be- 
cause of the weather, or other 
conditions, a sale is slow in get- 


ting started, but picks up after | 


the first day or two. 
An Early Paint Sale 


A paint sale early in _ the 
spring will attract these classes 
of desirable customers: First, the 
home owners who do their own 
painting, or buy the materials; 
second, the women who buy spe- 
cialties for the painting of fur- 
niture and small articles; third, 
the handy man or semi-profes- 
sional, who has worked up a trade 
in household painting jobs, and, 
finally, the master painter, if the 
store is in a position to handle 
his business. 

An early spring paint sale, 
addition to producing volume 
business, establishes your store 
as paint headquarters in the com- 
munity. It brings in new custom- 
ers whom you may have never 
seen. It gets people to anticipate 
their spring requirements and 
buy early while if they waited 
something might happen, such as 
bad_ weather, 
to make them 
postpone paint- 
ing. It is the 
way to capital- 
ize on the po- 
tential paint 
sales that are 
just around the 
corner. 





Sheffivid 


NEW! 15¢ Jars of 


DECORATIVE 
ENAMELS 


20 rainbow-rivaling colors 
in glistening glass jars 
15c and 35c sizes—just 
what your customers de- 
mand, and you have been 
unable to supply. 


FREE — 4-ft. lacquered 
metal revolving floor 
display occupying only 
16 in. of floor space. 


F RE E — Special assort- 
ment of Sheffield Water- 
Applied Transfers (10c 
sellers) amounting to 
an extra $5.00 clear 
profit. 


Complete cost to dealers 


°263%5 


Retail value, $40.00 plus 
$5.00 profit from sale 
of Transfers. 


China and 
Household Cement 


Biggest value on market—full 
l-oz, bottle only I5c. Trans- 
parent, waterproof, odorless, 
and of unusual adhesive qual- 
ities. Supplied | dozen on 
attractive self-serving dis- 
play card. 





(Prices slightly 
higher west of 
the Mississippi 
and south of 
Tennessee. ) 


NEW! 


Complete cost 


to dealers $1.08 








Retail value, $1.80 





NEW! 20c Painter's 


Size 


Pure Oil Color Tube Assortment 


Special Painter's Size. 16 rich 
colors, ground in pure linseed 
oil. FREE—an unusually at- 
tractive All-Metal Display— 
to hold complete assortment 
of 16 different colors, 3 tubes 
of each to a carton, making 
48 tubes in all. 

Complete cost 

to dealers $6.40 


Retail value, $9.60 


(Prices slightly higher west of the Mississippi, 
and south of Tennessee.) 


N EW: ' Liquid Porcelain 


For filling and cementing 
chipped or broken tile and 
porcelain topped sinks, re- 
frigerators, faucets, tubs, 
stoves, etc. FREE — small 
application brush with each 
bottle. Self-selling display 
of | doz. |-oz. bottles to re- 
tail at only 25c each. 
Complete cost 

to dealees ee $1.80 


Retail value, $3.00 














And don't overlook Spring sales on Sheffield 
Patching Wood, Kleen-A-Brush, Water- 
Applied Transfer Sets and Combination Cans 
of Gold or Silver Paint. 








Order from Your Jobber. 
Jobbers, write for discounts. 


THE SHEFFIELD BRONZE POWDER & 
STENCIL CO. 


5819 Kinsman Road, Sheffield Building 
Cleveland, Ohio 


Canadian Factory: 426 Queen St., 
Toronto 


East— 
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IN CHICAGO 


the BISMARCK is nearest to the Merchan- 
dise Mart and the wholesale district. . . 
on Lasalle Street, the financial center . . . 
the theatre district . . . and close to the 
State Street Stores. 


Large, light rooms . . . super-comfort beds 

. soft water for your bath... silent 
mail signal in each room .. . four distinc- 
tive dining rooms . . . nationally known for 
Good Food. Write for booklet with down- 
town map. 


Rooms with bath, $3.50, $4.00, $4.50, 


$5.00 and $6.00 
Rooms without bath, $2.50 








NEw 


BISMARCK 


OTEL CHICAGO 
RANDOLPH AT LASALLE 











money 
in 
toys ? 





Certainly. And not 
only at Christmas 
either. 


Read the stories of suc- 
cess in HARDWARE 
AGE. You’ll also find 
the manufacturers 
ready to help you suc- 
ceed. Read their ad- 
vertisements. 


HARDWARE 
AGE 
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Taxation 
(Continued from ‘page 31) 


these manufacturers will carry 
the tax, and all in turn will pay 
the tax to the government accord- 
ing to the system the government 
will arrange. As this tax will 
take effect immediately, we are 
led to conclude that probably in 
anticipation of this manufac- 
turers’ tax a good many goods 
will be bought to be shipped be- 
fore this bill becomes a law. 
Two and one-quarter per cent on 
many lines of goods that run into 
a good deal of money will make 
a saving that is quite worthwhile. 
Therefore, as this manufacturers’ 
tax seems inevitable, business 
throughout the country in April 
and May should have quite a 
little stimulation. 

I have not studied the bill in 
its present form. I have only 
read about it in the newspapers. 
Of course, before it is finally en- 
acted into a law there will be 
hearings, and probably a number 
of changes. The question with 
the ammunition manufacturers 
just now is whether they will get 
either the Federal tax or the shell 
tax, OR BOTH. Anything is 
liable to happen in the cheerful 
times in which we live. 

Thinking of this proposed tax- 
ation reminds me of an old friend 
of mine who sold tickets for the 
old Olympic Theatre in St. Louis 
many years ago. He had a par- 
rot in his ticket office, and when- 
ever he was selling tickets he 
would place the parrot on a 
perch near the ticket window. He 
had trained the parrot to say: 
“One at a time, gentlemen, one at 
a time.” So whenever the crowds 
pressed hard at the ticket window 
this parrot religiously did his 
duty, calling out: “One at a time, 
gentlemen, one at a time.” Then 
one day the parrot disappeared. 
My friend, the ticket seller, was 
heartbroken. At the first oppor- 


tunity he drove into the country 
to look around for his parrot. 
Finally, after several unsuccess- 
ful trips, as he was passing a 
cornfield one day, he saw a large 


flock of blackbirds swooping 
down on the ground and striking 
at something. My friend ap- 
proached and there on_ the 
ground, prone on his back, was 
his parrot, surrounded by his 
scattered feathers. As the black- 
birds struck at him, the parrot 
was calling out in a voice that 
grew weaker and weaker: “One 
at a time, gentlemen, one at a 
time.” The ammunition trade 
of the country just at this time 
have a fellow feeling for this 
parrot. 


Marvin’s Store 
Meetings 


(Continued from page 27) 


salesman put one on the counter 
and said: ‘This is just what you 
want.’ It was not what I wanted, 
and the remark peeved me. I 
think every customer wants to at 
least imagine that he is doing his 
own thinking and choosing.” 

“There’s just one more matter 
I want to bring up,” he continued. 
“Sometimes I think we get too 
familiar in speaking to cus- 
tomers. A lot of people resent 
undue familiarity. It pleases 
most people to address them as 
Mr. Jones, or whatever their 
name may be. If we smile and 
address them courteously, I 
think they all like it better than 
they do some more familiar 
greeting.” 

“That is fine advice,” said Mr. 
Marvin, “and I want to add to it 
by advising you not to adopt an 
air of inferiority. Don’t grovel. 
There is nothing dishonorable in 
the selling of reputable merchan- 
dise, nothing to apologize for. 
If you do your work well you are 
rendering the customer a service. 
I want you to look him straight- 
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forwardly in the eye and talk to 
him as one man to another, 
using the natural courtesy that is 
his due. In my opinion, people 
lose confidence in timid, apolo- 
getic salesmen.” 

“If I don’t watch out I’ll be 
preaching,” he added, with a 
smile, “and I don’t want to do 


that. Besides, it is past our 
usual closing time. I move we 
adjourn.” 


“T have a little surprise for 
you, dear,” said Van Davis, as 
he strolled slowly homeward 
with May Garvin. “Mr. Marvin 
told me today that as soon as gen- 
eral conditions warrant it, he in- 


tends to open a branch store in 
the Glendale section. He also 
said he intends to make me the 
Will you be one 
of my customers?” “Indeed I 
will,” was the reply. “I'll do 
all my trading with you.” 
A quizzical smile 
slowly over Van’s face. “What’s 
the joke?” May queried. “I 
was just thinking,” said Van, “I 
don’t want to be unduly familiar 
with my customers, so I’m hop- 
ing that some time when you 
come in I can look up with a 
smile and say: Good morning, 
Mrs. Davis.” 


manager of it. 


spread 





Showing Customers Paint Effects 


AN interesting method of show- 

ing customers the various 
effects that can be obtained from 
paints by different means of ap- 
plication is employed by the H. 
M. Sanders Co. of Boston. Panels 
decorated with paint are carried 
from floor to ceiling in space about 
three feet wide on the left wall 
of the main floor, in about mid- 
dle store space. A white enameled 
frame—showing the use of 
enamel on wood—encloses the 
lower portion of the space to a 
height of about seven feet. Deco- 
rative designs in colors are car- 
ried out within the borders of the 
frame. In the lowest section, for 
instance, stippling is attractively 
shown, while the graining comb 
treatment is illustrated just 
above. Toward the top of the 
frame, a landscape is painted, a 
little fence in the pretty picture 
worked out with the pointed han- 
dle ef the brush. 

A conspicuous placard indi- 
cates, “Made by a master painter 
with stock from our shelves.” 

Above the frame, attractive 
designs in brilliant colors, con- 
trasting effectively with a black 
ground, are carried upward to 
the ceiling. 
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This series of wall panels ac- 
tually functions as a competent 
silent salesman. Customers who 
have some special decorative 
scheme in mind when purchasing 
paint may consult the panel, 
with its samples of varied treat- 
ment. And the salesmen, of 
course, take pains to explain in 
detail just how the particular 
process in which the customer is 
interested is worked out with 
Sanders paints. 


Appearance undoubtedly has 
much to do with the prestige of 
a store and its salesmen. The 
writer has seldom seen a corps 
of hardware salesmen as alert 
and well appearing as the H. M. 
Sanders Co. staff. These men 
wear immaculate linen coats, 
tinted an extremely light shade 
of blue. The name of the firm is 
embroidered in red on the upper 
left breast pocket. The freshly 
laundered coats are sanitary and 
attractive, and best of all per- 
haps, they impress a mental pic- 
ture of the Sanders salesman on 
the customer’s mind. When he 
leaves the store, he remembers 
the trim salesman who served 
him, garbed in a clean, linen coat 
with the store name stitched on it. 
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Full Money’s Worth 
in Every Price Range 


Whatever the demand—from 
fine quality screw drivers 
down to those in the lowest 
price bracket — you'll find 
that the Vichek screw driver 
line offers full value in every 
price range. 


If you'd like to step up turn- 
over and step down inven- 
tory, concentrate on the line 
that meets all market de- 
mands on a low, “trimmed 
for action” inventory. 


THE VLCHEK TOOL CO. 
3006 East 87th Street, Cleveland, Ohio 


Screw Drivers, Hammers, 


Chisels, Pliers 


Wrenches, 























51 











.and if yez buy any more of | 


that stuff that rusts—I QUIT!” | 


“It's 4 pity” I sez, “that a body can’t leave 
a few knives and forks over night with- 
out ‘em turnin’ red with rust. I'm used 
to workin’ fer the finest people. @ Solid 
Stainless Steel has always been in my 
kitchen and the family would as leave 
eat their victuals off paper plates as have 
a table set with that old fashioned stuff. 
Oh! I know what's what, and I know that 
there ain't nothin’ handsomer than that 
genewine, rich, shiny Stainless.” This is 
the Stainless Age. Why waste effort try- 
ing to do a volume business in old fash- 
ioned hardware? @ Genuine Stainless 
Steel is manufactured only under the pat- 
ents of American Stainless Steel Company, 
Commonwealth Building, Pittsburgh, Pa. 


Write now for a copy of our new booklet. 


STAINLESS STEEL 
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| types thinning shears, three 
| types grass shears and six 








Scovill Long Range 
Adjustable Hose Nozzle 


Has a complete shut off, 
preventing dripping or leak- 
ing when it is closed, says 
Scovill Mfg. Co., Waterbury, Conn. Produces solid stream 
or spray, which is adjustable from heavy drenching rain to 
fine, atomized mist. Stream spray controlled by heavy 
knurled sleeve, permitting easy adjustment even when used 
under heavy pressure, says the maker. Equipped with stuff- 
ing box to prevent back leakage. Packed in cartons of 12, 
twelve cartons to shipping case, weight per gross, 50 lbs. 
Suggested retail selling price 50c. 





Wiss Garden Tool 
Display Unit No. 250 

Is a complete unit, mounted 
on easy-rolling casters. Gar- 
den tools are mounted on at- 
tractive jade green back- 
ground, held by clamps and 
| wing nuts. Room for small 
stock in back. Height 49 in., 
| width 30 in., depth 151% in. 
Assortment comprises: Nine 
numbers of pruning shears, 
two types flower shears, two 


types of hedge shears, having 
a retail value of $41.70. Deal- 
er cost is $29.80. J. Wiss & 
Sons Co., 33 Littleton Ave., Newark, N. J. 





Red Devil Double 
Blade Scrapers 

For painter, carpenter, cabi- 
net maker, wood worker, boat 
builder and home owner. Line 
includes a 2% inch scraper. 
illustrated, and a 1% inch 
double blade flat type, sug- 
gested retail prices 50c. and 
25c. each, respectively. Round 
handle double blade, sug- 
gested retail selling price 75c.. 
round handle two in one com- 
bination burnoff and molding 
scraper, suggested retail selling price, 90c. and an extra 
quality round handle quality combination, with suggested 
price of $1.25. Scrapers have patented double blade, of 21 
gage. 0.90 carbon steel, which can be resharpened and easily 
replaced. Finished in bright Red Devil red with polished 
shanks. The 21% and 1% inch models are packed with bright 
red and black display cards and sharpening pin for each 
scraper. Double blade has a large surface for sharpening. 
Blade is replaced by driving out the old one and driving in 
the new. There are no clips, screws or other obstructions to 


hold blade. Landon P. Smith, Inc., Irvington, N. J. 
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Magic Orange Juicer 
Listing at $1.00 
Is_ _ available 
with handles in 
green, blue, 
ivory, black or 
white. Pressors 
of durable high 
grade steel. The 
Aluminum & 
Metal Products 
Corp., Ellicott 
and St. Paul 
Sts., Buffalo, N. 
Y., states that it 
is seed proof and 
easily cleaned. 
May be used 
over any bowl or 
glass. Requires 

no clamping to table. Dealer cost $8.25 per dozen. Cartons 
of three dozen. 





Casco Electric 
Cigar Lighters 

Table model No. 200, stands 
high and is con- 
structed of polished Bakelite, 
chromium trimmed. Safety but- 
ton makes positive contact only 
when depressed breaking circuit 
when pressure is relieved. Chro- 
mium plated element guard de- 
signed to protect fingers. Ele- 
ment easily removable for re- 
placement. Offered in various 
colored finishes. List price $1.00. 
Casco Products Corp., Bridgeport, Conn. 


four inches 








Apco Moth Killer and Fly Killer 


Offered by Atlantic Pharmacal Co., 216 Milk St., Boston, 
Mass. Moth Killer, made of pure paradi perfumed in disc, 
crystal and liquid forms. Discs in 3 and 5-ounce sizes, liquid 
in 6-ounce size. Special display box for counter. Apco Fly 
Killer is said by the maker to be a stainless liquid with pleas- 











‘1 CENTS 
TIC PHARMACAL CO acer 





ant odor, guaranteed to kill insects. Suggested retail selling 
prices; Moth Killer, 25c., five ounces, 15c., 3 ounces; Fly 
Killer, 35c., half pint, 60c., pints and $1.00, quarts. Dealer 
cost, Moth Killer, $2.00 per dozen, 5 oz. size, $1.20 per dozen, 
3 oz. size; Fly Killer, 8 oz. size, $2.80 per doz., 16 oz. size, 
$4.80 per doz. and 32-o0z. size, $8.00 per dozen. 
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THROUGH 93,000,000 
‘MILES OF SPACE .... 
... only to be stopped by 
ordinary window glass 


Speeding through space—i86,300 miles per second, 
the shorter (more valuable) ultra-violet rays of sun- 
light reach the earth in about eight minutes, yet a 
piece of ordinary window glass will stop them... 
Lustraglass, however, transmits a substantial amount 
of these all important rays of sunlight, yet costs no 
more than any good window glass. 

Lustraglass can and should be used for all glazing 
purposes... It is a clearer, flatter, more lustrous 
window glass, the “whitest” of all glass made for 
windows—an obviously superior product even to the 
eye of the casual observer. Lustraglass, the ultra- 
violet ray window glass, will make a building more 
rentable, salable and ... livable. It has no “equal.” 
Write for Booklet A-430. AMERICAN WINDOW 

GLASS CO., Fifth Avenue, Pittsburgh, Penna. 


Also makers of Lustrawhite Picture Glass - Armor-Lite Safety Glass and 
Bullet-Proof Glass - Tintaglass - Photographic Dry Plate Glass - 3/16” and 
7/32" Crystal Sheet Glass - Ground and Chipped Glass - Bulb Edge Glass. 


USTRAGLASS 


FLAT-DRAW N 2 
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Un-retouched 
photo showing mounted 
samples of U. S. Poultry Fence 


You Be the Judget 


YOU will be shown the sample of U.S. Poultry Fence 
displayed above by a salesman of our nearest jobber. 
Examine it! See how uniform it is! Note its superior 
construction with its evenly spaced meshes, its straight, 
parallel line wires and its inter-locked hinge-joints that 
cannot slip, spread or unravel! 








Compare it with any other netting! Then judge for 
yourself which netting you would buy if you were the 
consumer! 


U. S. Poultry Fence is the only netting nationally ad- 
vertised to the consumer. It is made in the U.S. A. by 
American workmen and is sold only through the regular 
wholesale and retail trade. 


Meet the spring demand for U.S. Poultry Fence in your 
trade territory with ample stocks! Ask the U.S. Jobber 
near you! If you do not know his name, write us! 


Indiana Steel & Wire Co. 
Muneie, - - Indiana 


Makers also of IMPERIAL Farm, Poultry and Lawn 
Fence, Trellis, Flower Border, Steel Posts, Gates 









Furnished in 
standard heights 


Made with 
--12 to 72 inches 


One-inch and 
Two-inch Meshes 





Pgs wy F 











Little Vigoro 
Spreader 


Is a low priced spreader for plant- 
foods. Vigoro Sales Dept., Swift & Co., 
Union Stock Yards, Chicago, IIl., states 
that the spreader will sow plant food or 
grass seed evenly and quickly and that 
it is of sturdy construction. It has no 
gears or agitators, runs both forward 
and backward and will apply 100 lbs. 
of plant food in thirty minutes. Sug- 
gested retail selling price $1.95, east of Rockies, or $2.35, 
west of Rockies. Dealer cost for single machine: east of 
Rockies $1.45, west of Rockies, $1.75. 











Griffin Offers Unique 
ies Pressed Steel Shelf Bracket 


Made of cold rolled steel pressed into girder 
shape, to secure maximum strength. No. 348 has 
no braces to hinder using the entire shelf space 
below, making it particularly useful in stores, stor- 
age rooms, and for many places in the home. Griffin 
Mfg. Co., Erie, Pa., states that by actual test this 
bracket has been found to offer greater strength 
than any other type of bracket now on the market. 
In addition, the Griffin line includes many other 
standard types meeting every possible requirement, accord- 
ing to the maker. 








Individual Drip Drop Coffee Maker 


Is for use on individual coffee cup. Consists of perforated 
water distributor, which fits into coffee container, which is 
also perforated. Water distributor has small handle, used to 





press bottom onto coffee. No. 921 individual drip drop Cof- 
fee maker, packed in individual box with cellophane window, 
costs dealer $1.60 per dozen. Suggested retail selling price 
20c. The Buckeye Aluminum Co., Wooster, Ohio. 





Beco Sanitary 
Bread Box 


Has well rounded 
corners and is 
seamless. Finished 
with three coats of 
lustrous enamel in 
white, ivory, green 
and other paste] 
shades. White lined, 
with _ ventilating 
holes, chromium 
plated fittings and 
quick snap hasp. The Bellaire Enamel Co., Bellaire. Ohio, 
states that it is moisture proof, rust proof and that it will 
retain its lustre and color. Suggested retail price, $1.69 each. 
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Trav-Ler Combination Radio, 
Television Receiver 

Contains two chassis, a short-wave chassis 
to receive television signals and a Super- 
Heterodyne chassis to receive programs on 
the broadcast band, giving a combination of 
sound and vision from the same instrument. 
Picture is projected on a screen approxi- 
mately 7 in. x 8 in., which can be viewed from 
a side angle. Taylor Neon arc lamp is used 
to project the picture in conjunction with a 
lens scanning disc driven by a synchronous 
motor. Approximate list price, $350.00. 


Trav-ler Radio & Television Corp., 1818 Washington Ave., 
St. Louis, Mo. 





Sparton Electric 
Refrigerators 


Offered in three sizes, hav- 
ing, 744, 5% and 4% net 
cubic feet of food storage re- 
spectively. Flat tops, semi- 
concealed hinges, sure-closing 
door latch, bar type shelves. 
Patented supports on two 
larger models permit pulling 
out 101% inches, without any 
damage of tipping or drop- 
ping, the larger shelves. All 
models have interior arrangement allowing ample beverage 
space and generous sized fast freezing units. Doors are all 
rubber-sealed and bear two decorative medallions. Hand- 
some panel carries the eight graduation cold-control dial and 
separate start and stop button. Sparks-Withington Co., Jack- 
son, Mich. 











Great States Lawn Mowers and Trimmers 


Velvet Green mower for creeping bent grass lawns and 
putting greens, especially. Seven blade mower with special 
cutter bar, having rolled and raised edge. Self-adjusting, bal} 
bearing, 12 per cent over capacity. Ten-inch wheels. Blades 
and bar of Disston alloy steel, 16 and 18-inch width. Height 
of cut, 4% up to 1% inches. Green body, gold trim. Ship- 





ping weights 45 and 48 lbs. Great States lawn trimmer, self- 
adjusting, ball bearing, 8-inch wheel, 5 Disston alloy steel 
blades, 8-inch cutting width. Shipping weight, 28 lbs. Finish, 
gold body, green and red trim. Great States Unbreakable 
lawn mower, said by Great States Lawn Mower Co., Rich- 
mond, Ind., to be a solid unbreakable mower. Wheel, 1014 in., 
reel, 6 in, five cutting blades, 14 in., 16 in. and 18 in. cutting 
widths, self-adjusting, ball bearing reel with 12 per cent over 
capacity ball bearing, equipped with Hyatt roller bearings 
in wheel. Shipping weight approximately 55 lbs. 
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NOAHS PITCH /N TUBES 


A black repair cement packed in handy tubes ready for 
use. Enables anybody to quickly repair leaks in roofs, roof 
gutters, around chimneys and skylights. Fine for filling 
cracks in cement sidewalks and foundation walls. Each 
tube individually boxed. 


RETAIL PRICES 
¥ Ib. tubes, 50c each 134 Ib. tubes, $1.00 each 
Packed 12 to carton Packed 6 to carton 














STOP-A-LEKE STYCK 


A ready to use asphalt compound in stick form. 
For repairing small leaks in buckets, tanks, 
roofs, plumbing fixtures, automobile tops, 
boats, etc. Fixing one leak saves its cost. 


Retail price, 25c each 
Packed 12 to carton 





All Carey products carry a 
liberal trade discount. Write 
for samples and full informa- 
tion. 











ASBESTOS FIBRE COATING 


Carey Asbestos Fibre Coating is a com- 
bination of asbestos fibre and waterproof 
oils which renews the life of composition, 
metal and wood shingle roofs. A quick 
seller, particularly in the spring. Packed 
in steel drums and pails, also in 1 gallon 
cans suitable for shelf or window display. 


Lockland, Cincinnati, Ohio 


X 
se = Bere Branches in Principal Cities 
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New England Dealers 
Hold Banner Meeting 





LESLIE E. JACOBS 


T is a matter of habit for the New 

England Hardware Dealers’ Asso- 

ciation to make each succeeding 
convention and exhibition better than 
the last. The 39th annual meeting 
was no exception to the rule. The at- 
tendance was good, the interest well 
maintained, and the program carried on 
largely by speakers of national promi- 
nence. At the same time the exhibit 
hall was filled with educational dis- 
plays covering practically everything 
in hardware and allied lines. The fea- 
ture of the exhibit was the arrangement 
of two complete model stores installed 
and equipped by the Bigelow & Dowse 
Co., Boston, agents of the David Lup- 
ton’s Sons Co., Philadelphia. 

As usual, the question box occupied 
a prominent place in the convention. 
being in evidence at all sessions. Presi- 
dent Leslie E. Jacobs, Auburn, Me., 
presided, and the meetings were never 
allowed to drag. There was something 
of interest always on tap. Meanwhil 
the excellent work of Secretary George 
\. Fiel, Field Secretary Guy Small, 
and the ‘personnel of the secretary’s of- 
fice was manifested in the smoothness 
with which both convention and exhi 
bition functioned. 

Registration began Wednesday morn- 
ing at 9 o'clock, followed at 10 o’clock 
by a two-hour question box session con- 
ducted by Chairman George J. Ben- 
ware, Newport, Vt. Much of the time 
was spent in discussing store modern- 
ization. 

Promptly at noon the delegates ad- 
journed to Paul Revere Hall for 
luncheon and a continuation of the 
meeting. At the conclusion of the 
luncheon President Jacobs delivered 
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WM. H. McGAW 





GEORGE A. FIEL 


his message in the form of a conserva- 
tively optimistic address on “The Road 
Ahead.” It dealt largely with the op- 
portunities facing efficient, progressive 
dealers during the reconstruction 
period, and was replete with practical 
recommendations. 

He was followed by Rivers Peterson, 
editor of Hardware Retailer, who 
spoke on “Reading Road Signs.” Ac- 
cording to the speaker, each dealer 
faces many opportunities for profitable 
business if he but reads the signs cor- 
rectly. 


Norvell Speaks 


The third speaker was Saunders 
Norvell, president, Remington Arms 
Co., whose subject was “1932 Models.” 
According to Mr. Norvell, the 1932 
model of the retail hardware store will 
function only so far as there is intelli- 
gent cooperation between retailers and 
wholesalers. He pointed out that the 
wholesaler had been of inestimable 
value to the dealer during the depres 
sion, often making it possible for him 
to continue in business. “Wholesalers 
could do still more.” he said, “if deal- 
ers would work with them to cut down 
unnecessary overhead.” In this connec- 
tion he referred to the costs due to deal- 
ers buying in broken package lots, il 
lustrating his point with a story of how 
as shipping clerk he was once called 
upon to pack for shipment one-twelfth 
dozen steel squares and one-twelfth 
dozen lantern globes. The packing 
cost in that case far exceeded the total 
received for the merchandise. He con- 
ceded that it is sometimes necessary for 
dealers to buy in broken lots, but said 
that in the majority of cases no hard- 





ship would be incurred through pur- 
chasing in original packages. At the 
same time such action would lower the 
general overhead of distribution and 
allow both wholesaler and retailer to 
profit. 

The concluding speaker was E. B. 
Gallaher, treasurer, Clover Mfg. Co., 
and editor of Clover Business Service. 
His subject was “Hitting on All Eight.” 
It dealt briefly with the proper func 
tioning of the hardware business. The 
balance of the day was given over to 
the exhibit. Wednesday evening the 
“Associates” entertained with the an- 
nual stag party at the Hotel Bradford. 

The Thursday session opened with 3 
“skit” in which Rivers Peterson sold 
Field Secretary Guy Small on business 
control. This was followed by the sec- 
ond address of E. B. Gallaher, entitled 
“The Master Hardware Dealer at the 
Wheel.” In it he emphasized the fact 
that business is now in that phase of a 
major business cycle where we must 
deflate all excesses, and get back once 
more to doing business on a new and 
lower price plateau where real rather 
fictitious values rule. He made it 
clear, however, that money can be made 
on the down side of the cycle, as well 
as on the up side, it all being a matter 
of methods. Better values and lower 
prices are needed, he said, to coax out 
hoarded dollars; lower costs due to 
manufacturing efficiency must be passed 
on through jobbers and retailers to the 
consumer. Meanwhile the wholesaler 
must qualify as a “Master Retailer” in 
order to help his retailer customers. 

He advised both jobbers and retailers 
to pay more attention to items which 
sell on a reasonable turnover basis, 
and to use discretion in buying the 
slower items of a line. Manufacturers 
can help in this regard, he said, by 
eliminating unnecessary items from 
their lines. In» closing, he declared 
that only “master retailers” will sur- 
vive, and on a basis of giving greater 
values and lower prices. 

Saunders Norvell followed with his 
second address, in which he declared 
that the first class retailer is doing a 
better job than either manufacturer or 
wholesaler. The only trouble with the 
independent retailer is that he is in- 
dependent. He has no boss. As a re- 
sult, if a dealer ranks first class, he 
must do a better job than those who 
are continually under check. His vital 
need, he went on, is management. He 
advised dealers to base their business 
upon the every-day life of the average 
family. 

Thursday evening was given over to a 
session for hardware clerks, under the 
auspices of Field Secretary Small. 
Llew S. Soule, editor of Harpware 


(Continued on page 62) 


HARDWARE AGE 

















that 


Stand Up 
t Under Strain 


HE SLOTS of American Screws are 

made to stand up under strain; they 
will not squash and crumble, allowing the 
screw driver to slip. 
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The gimlet points are sharp, the true run- 
ning threads take hold and keep their hold. 





Pe With these points of superiority working 


\ (FF « in their favor, it is no wonder that your 
Fl ‘ & customers can do any job better 
ng se sf with American Screws. 
wOoD TIRE STOVE MACHINE 
SCREWS BOLTS BOLTS SCREWS 


AMERICAN SCREW CO 


PROVIDENCE.R.I.,U.S.A. 


WESTERN DEPOT,225 WEST RANDOLPH ST.CHiCAGO.IL. 


Put lt Together With Screws 








MARCH 17, 1932 











| 


} 





a hes, 
Somes 4 


GRIFFIN BRACKETS, 


GRIFFIN Brackets are offered in types, styles 
and finishes to meet the varied uses to 
which these hardware items are applied 
both commercially and in the home 


The new No. 348 Girder Type Shelf Bracket (top 
illustration) combines neat appearance with the 
strongest shelf bracket made today. It has no 
braces to hinder using entire shelf space below. 


(SRIFFIN 


ufacturing (bmpany 


ERIE, PENNSYLVANIA 








Branch Offices:- 


NEW YORK: 45 Warren Sr. BOSTON: 113 PurcHase St, 
CHICAGO: 162 N. CLINTON Sr. SAN FRANCISCO: 703 Marker St. 
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How to 
Win Back 
Your Old 


Customers 


HERE are two distinct 
Dota to the problem of 

getting people into a hard- 
ware store. One deals with the 
attracting of new customers; the 
other with the winning back of 
former patrons who have had 
their names on the store books, 
but who for some reason or other 
have ceased their patronage. Let 
us consider the “old customer” 
first, since it is of little use to 
attract new customers unless the 
merchant is able to hold the trade 
of those already on his books. 

First, make a list of the names 

or your ledgers, going back over 
a period of at least five years. 
Then check off those who have 
ceased to trade with you, and set 
down the following information 
concerning each account on cards 
prepared for the purpose: cus- 
tomer’s name; address; credit 
rating; date when account was 
opened; date when account was 
closed; average monthly pur- 
chases. There should also be a 
space on the card for entering 
the reasons why the customer 
stopped trading at your store, in 
case such information is avail- 
able. 

Verify Your List 


Having listed all the accounts, 
the next step is to verify the ad. 
dresses and make any necessary 
corrections, throwing out the 
cards of those who have died, or 
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have moved out of your trade 
territory. Then arrange the re- 
maining cards in alphabetical 
order in a card index file, and 
prepare a letter to be mailed to 
each of the former customers as 
listed. 

This letter should be written 
in a friendly spirit, yet designed 
to encourage a reply stating any 
possible grievances. It should 
not be a long letter, but rather 
one which comes quickly but 
tactfully to the point, and closes 
with an appreciation of past 
patronage. 

Here is an example of the type 
of letter we would recommend: 


Mr. John Jones, 
1640 Oliver Street, 
Carlton, Va. 

Dear Mr. Jones: 

On looking over our books 
we are disappointed to find 
that you have not been using 
your charge account with us 
recently. We feel that there 
must be some reason for this, 
and sincerely trust that noth- 
ing has occurred, from our 
side, that has been displeasing 
to you. 

If, however, you feel that 
we have been at fault in any 
way, we would very much like 
to know it so that we may ad- 
just the matter to your entire 
satisfaction. 





We. appreciate your busi- 
ness, but we appreciate still 
more your friendship and 
good-will. May we hear from 
Thanks. 


Sincerely yours, 


you? 


Other types of letter will sug- 
gest themselves from the above. 
The main thing is to establish a 
friendly contact and show a sin- 
cere interest in the matter. With 
each letter you should enclose a 
very attractive piece of advertis- 
ing matter, or some special cir- 
cular calling attention to season- 
able goods or items of excep- 
tional value. 

After several days have 
elapsed, it is a good plan to call 
up by telephone those who have 
made no reply to your letter. 
Wherever possible, this matter 
should be handled by the mer- 
chant himself, because of the fa- 
vorable impression such action 
creates. However, if this is im- 
possible, choose someone with a 
pleasing voice to handle the tele- 
phone calls. 

The conversation may be start- 
ed somewhat as follows: 


“Good morning, Mr. Brown. 
This is ————. We are won- 
dering if you received our 
letter. We are seriously con- 
cerned over the fact that you 
haven’t used your charge ac- 

(Continued on page 60) 
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Card Used for Checking Up on Customers Who Have Stopped Trading at Store 
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One Floor Paint 


—three profitable markets 


Home, office and factory—Dixon’s Main- 
tenance Floor Paint covers these three 
profitable fields and others—more than 
triples your paint sales opportunities— 
cuts down your paint inventory corre- 
spondingly. 


What’s more, when you offer Dixon’s 
Maintenance Floor Paints you sell on 
the Dixon reputation—widely and favor- 
ably known for over a century—widely 
advertised—a house noted for quality 
products and fair dealing. 


Furthermore, you sell a paint unex- 
celled for wood, concrete, composition 
and linoleam— indoors or out. Neither 
hot, cold, fresh, salt or soapy water, oil, 
alkali or dirt affect Dixon’s Maintenance 
Floor Paints. And as for wear—you 
can’t beat them. 


On top of all these advantages, there 
are sales helps and a sales policy as 
good as the product. Like to hear it? 
You can’t lose by listening, you may 
gain much. Write to Dept. 40 BF. 


PAINT SALES DIVISION 


Joseph Dixon Crucible Company 


Jersey City New Jersey 
Established 1827 
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RIM NIGHT 
LATCH No. 3517 


HIS Latch is attractive 
and is a popular product 
of Eagle Excellence. 


1. Finely finished wrought 
steel case black japanned. 

2. SOLID BRASS BOLT 
and attractive SOLID 
BRASS KNOB. 


3. FWLL SIZE FIVE PIN 
TUMBLER _ BRASS 
CYLINDER, with three 
milled German silver keys. 


The case is smaller than many 
(34%4” x 2”)—the quality supe- 
rior. 


The Eagle Quality Line 


Night Latches Store Door Sets Wood Screws 
Trunk Locks Padlocks Stove Bolts 
Front Door Sets Cabinet Locks Machine Screws 














26 ed cates le ew io 


Branch Offices: 
521 Commerce St. —-'77-179.N.Franklin St. 114 Bedford St 
Philadelphia, Pa. Chicago, Ill. Boston, Mass 
Works at Terryville, Conn, 
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(Continued from page 58) 
count with us recently, and 
would like to know if we are 
at fault in any way, etc.” 


In some special cases it may 
be well to make personal calls 
on certain former customers, 
particularly where the average 
monthly purchases are high, or 
where the person is one of promi- 
nence and wields influence. 


Meanwhile, be sure that you 
live up strictly to the spirit of 
the initial letter. Make careful 
notes of all grievances submitted 
and investigate each one _thor- 
oughly. Above all, see that it is 
adjusted to the satisfaction of the 
customer. 

Finally, call a store meeting 
or several meetings and discuss 
the complaints and settlements, 








stressing the absolute necessity 
of doing everything in reason to 
hold the trade of regular cus- 


tomers. 

One western store investigated 
300 accounts of former custom- 
ers, used methods similar to those 
suggested in this article, and suc- 
ceeded in getting more than half 
of them back on an active trad- 
ing basis. 


Who Makes It? 


Newark, N. J.: Furnish address 
of the Peck & Mack company.—L. 
Friedman. 

ANSWER: Peck & Mack, 452 
Broadway, New York, N. Y. 


% *% * 


GipsonBurG, OuI0: Advise correct 
address of the Keuffel & Esser Co.. 
manufacturers of steel measuring 
lines.—Gibsonburg Hardware & Sup- 
ply Co. 

ANSWER: Keuffel & Esser Co.. 
127 Fulton St., New York, N. Y. 


% *% % 


Who makes Bison 
Chester Hard- 


CHESTER, Pa.: 
brand flake glue? 
ware Co. 

ANSWER: Henry Wilheim Co.. 
134 10th St., Pittsburgh, Pa. 


* * 


Great Neck, L. I., N. Y.: Where 
can we buy wooden plant labels? 
Fileman’s Hardware Co. 

ANSWER: E. B. Estes & Sons, 23 
Vanderbilt Ave., New York, N. Y.: 
Boggert & Hopper, Inc., 223 Varick 
St., New York, N. Y., and Philadel- 
phia Badge Co., 940 Market St.. 
Philadelphia, Pa. 


* #. * 


CLARION, Pa.: Who 
fashioned nut crackers of the type 
that are attached to a board? Also 
provide address of the Bucks Stove 
Co.—J. F. Weaver Hardware Co. 

ANSWER: (1) E. C. Stearns & 
Co., Syracuse, N. Y.; Wrightsville 
Hardware Co., Wrightsville, Pa., and 
Grey Iron Castings Co., Mount Joy, 
Pa. (2) Bridge & Beach Mfg. Co.. 


makes old 
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Questions recently 
ansjwered by the 
Hardware Age Buy- 
ers Catalog Depart- 
ment are reprinted 
for the information 
of other readers. 
The following have 
been seleeted be- 
eause of their gen- 
eral interest. 


4204 N. Union Blvd., St. Louis, Mo., 
have succeeded to the business of the 
Bucks Stove Co. 

HarTFORD, Wis.: Where can we 
obtain wringer rolls for an Apex 
washing machine?—Leach & Chris- 
tenson. 

ANSWER: Apex Rotary Co., 1067 
E. 152d St., Cleveland, Ohio. 


* * * 


Lowe, Mass.: Who makes Gem 
drawer slides?—John C. Bennett. 

ANSWER: Grant Pulley & Hard- 
ware Co., 33-36 57th St., Woodside. 
ae Bh Meee 

IMPERIAL, Pa.: Who makes the 
Ann Arbor ensilage cutter ?—John 
A. Hamilton. 

ANSWER: D. C. Kinch, 
wood Road, Jackson, Mich. 


% *% * 


Wild- 


Atxantic City, N. J.: Who in the 
East distributes the flour sifter known 
as Sift-Chine, manufactured by Meets- 
A-Need Mfg. Co., Seattle, Wash. ?— 
Chelsea Hardware Co. 

ANSWER: Loring Lane Co., 53 
Beach St., New York, N. Y. 


PaTERSON, N. J.: Who makes door 
inquirers to be used for entrance 
doors in private houses, and are in 
the form of a wicket which permits 
the person on the inside to interview © 
callers without opening the door?— 
S. Federbush. 

ANSWER: Francis Keil & Son, 
401. E. 163d St., New York, N. Y., 
and Art-Craft Mfg. Co., 6421 S. 
Sangamon St., Chicago, II]. 


% *% % 


New Britain, Conn.: Wire collect 
address Fred Medart Co. Interested 
in gymnasium  mats.—Kolodney 
Bros. Hardware Co. 

ANSWER: Fred Medart Mfg. Co., 
St. Louis, Mo. 

*% * * 

New York, N. Y.: Who are U. S. 
manufacturers of Gravity Hurricane 
Blind Hinges?—The British Empire 
Chamber of Commerce. 

ANSWER: Stanley Works, New 
Britain, Conn., and Wrightsville 
Hardware Co., Wrightsville, Pa. 


% * e 


Ripcewoop, N. J.: Who makes the 
Globe dry cleaning tank for home 
use ?—Ridgewood Hardware Co. 

ANSWER: Globe Machine & 
Stamping Co., 1202 W. 76th St. 
Cleveland, Ohio. 


* * *% 


YeRINGTON, NeEv.: Furnish address 
of the manufacturer of the Tom 
Thumb line of paints in. small cans 
to retail at 10c and 15c per can.— 
Yerington Hardware Co. 

ANSWER: Continental Products 
Co., Euclid, Ohio. 

(Continued on page 62) 
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HAND POWER ELEVATORS 
Fast and Safe 


A most inexpensive and 
simple elevator to install 
and operate where an elec- 
tric elevator is not feasible 
—comes sawed, drilled, 
fitted ready for anyone 
handy with tools to as- 
semble and install. 


Builders of 


Hand Power 
Light Electrics 
Push Button 
and All Types of 
Electric 
Elevator 
Machines 

















WRITE FOR DETAILED INFORMATION ON 


KIMBALL ELEVATORS 
KIMBALL BROS. CO. 


1205-19 Ninth St. Council Bluffs, Ia. 


4AA . 
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™ATLAS TACK 
CORPORATION 
FAIRHAVEN, MASSACHUSETTS 


ATLAS QUALITY HAS BEEN STANDARD SINCE 1810 


ONIIGNVWH PY? LHOI98d JAWS 
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SPRING HINGES 
Quality Plus 


In the ‘‘Relax’”’ Spring 
Pivot Hinge users obtain 
a maximum in Quality 
plus the important spring 
) action release feature. 





Dealers will find that it 

pays to sell the “Relax’”’ 

Tyne 3001 because satisfied cus- 

Spring Pivot-Hinge 

tomers are a valuable as- 

set and better profits can be realized on 

this Quality Hinge than on a cheaper 
substitute. 





Send for New Catalogue H 47 


Chicago Spring Hinge Company. 


CHICAGO NEW YORK 










































Kitchen Necessities 


The necessities of the kitchen are ever a source of steady 
income for the hardware store. The steak pounder such as 
the above is constantly useful, while every kitchen drawer 
needs one of these reliable can openers. 

The Arcade Ice Cream Disher has a hard rubber grip with 
a strong handle in the spoon that will not tarnish. It’s sturdy 
construction makes it very useful for heavy kitchen work. 

Do not overlook the Arcade Ice Pick with its heavy cast 
head for breaking ice in the hand. 


ARCAD HARDWARE 


ond TOYS 


ARCADE MANUFACTURING CO. 
FREEPORT, ILLINOIS 
BRANCH OFFICES REPRESENTATIVES 
New York Philadelphia J. T. Rowntree, Inc. 


9 A San Francisco Portland Los Angeles 
200 Fifth Ave. 6168 Wayne St. Salt Lake City Seattle Denver 


Chicago St. Louis Boston Dallas 
Merchandise Mart, 6607 San Bonita Arthur T. Otis D.D.Otstott, Inc. 
Room 14111 Ave. 111 Summer St. Santa Fe Bldg. 
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Who Makes he ° (Continued from page 60) 


WituiamsportT, Pa.: Furnish ad- 
dress of the Reeves Co., manufactur- 
ers of galvanized goods.—Golden 
Rule Hardware Co. 

ANSWER: 
Dover, Ohio. 


* * * 


Mfg. Co., 


Reeves 


New York, N. Y.: Furnish names 
and addresses of manufacturers of 
cast iron glue pots.—Oliver Bros., 
Inc. 

ANSWER: Chas. Francis Co., 
Rushville, Ind.; Black Bros., Men- 
dota, IIl., and Nason Mfg. Co., 71 
Fulton St., New York, N. Y. 


* * * 


ExceLsior Sprincs, Mo.: Provide 
name and address of the Binks com- 
pany who make portable spray paint- 
ing outfits—Excelsior Hardware Co. 

ANSWER: Binks Mfg. Co., 3124 
Carroll Ave., Chicago, Ill. 


* * * 


Winner, S. D.: Furnish names of 
manufacturers who make a specialty 
of builders’ hardware as used on Gov- 
ernment buildings.— Beaulieu & 
Ineck. 

ANSWER: P. & F. Corbin, New 
Britain, Conn.; Sargent & Co., New 
Haven, Conn.; Yale & Towne, Stam- 
ford, Conn.; Russell & Erwin Mfg. 
Co., New Britain, Conn.; Lockwood 
Mfg. Co., So. Norwalk, Conn.; Penn 
Hardware Co., Reading, Pa., and 
Segal Lock & Hardware Co., 12 War- 
ren St., New York, N. Y. 


* * * 


CHARLESTON, S. C.: Who makes 
the Lemco garment hanger?—M. H. 
Lazarus Co. 

ANSWER: Le Montree Mfg. Co., 
1114 Sycamore St., Cincinnati, Ohio. 


* * * 


Benuam, Ky.: Where can we pur- 
chase sanitary tin cans in small quan- 
tities? Also labels for cans and a 
sealer.—Wisconsin Steel Co. 

ANSWER: Cans: American: Can 
Co., New York Central Bldg., New 
York, N. Y., and Continental Can 
Co., 100 E. 42d St., New York, N. Y. 
Labels: Wheeler-Van Label Co., 
Grand Rapids, Mich., and Unique 
Printed Products Co., Terre Haute, 
Ind. Sealer: Automatic Canning De- 
vices, Inc., 549 W. Randolph St., 
Chicago, Ill. 
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Bronx, N. Y.: Where can repairs 
for a Sunnysuds electric washer be 
secured ?—R. Eichel. 

ANSWER: General Utilities Mfg. 
Co., 2587 E. Grand Blvd., Detroit, 
Mich. 


* *% * 


Jounstown, Pa.: We understand 
that there is a power lawn mower on 
the market which sells for around 
$40 and is said to be made in Rich- 
mond, Ind. Can you give us any in- 
formation on this item?—Swank 
Hardware Co. 

ANSWER: Would suggest com- 
municating with Henley Lawn Mower 
Co., Richmond, Ind., and F. & N. 
Lawn Mower Co., Richmond, Ind. 


* * * 


‘ VeRDIGRE, NEB.: Who makes Gos- 
sett screen and sash hangers?— Svo- 
boda Bros. 

ANSWER: F. D. Kees Mfg. Co., 
Beatrice, Neb. 


* * * 


Fort Wayne, Inp.: Who makes 
the Wilson heater?—C. C. Schlatter 
& Co. 





ANSWER: Wilson Stove & Mfg. 
Co., Metropolis, Il. 


* 


SoutH MitwavKEE, Wis.: Who is 
the United States distributor for Alle- 
gro razor stroppers?—Fitzgerald’s 
Hardware. 

ANSWER: Allegro Sales Co., 34 
S. 17th St., Philadelphia, Pa. 


* * * 


Saucertigs, N. Y.: Who can sup- 
ply metal cane to be used for enclos- 
ing hot water radiators?—P. C. 
Smith & Son. 

ANSWER: -The Metalace Corp., 
South Boston, Mass. 


* * * 


Winnssoro, S. C.: Advice where 
repairs may be obtained for Turner 
blow torches—M. W. Doty & Son. 

ANSWER: Turner Brass Works, 


Sycamore, IIl. 
* * * 


Jounson City, TENN.: Who makes 
milk bottle caps under the trade 
names Perfection and Toledo?— 
London Hardware Co. 

ANSWER: Perfection: Smith-Lee 
Co., Oneida, N. Y. Toledo: Toledo 
Bottle Cap Co., Toledo, Ohio. 





New England Convention 
(Continued from page 56) 


Acer, and E. B. Gallaher were the only 
speakers. The session was largely of a 
question box nature, and the most in- 
teresting one of the convention. 

The final session was held Friday 
morning, starting with the usual hour 
of general discussion. This was fol- 
lowed by an address on “Refueling” 
by Llew S. Soule, editor, HARDWARE 
Ace. It dealt with the careful selec- 
tion and efficient stocking of the kind 
and quantity of merchandise on which 
a dealer can reasonably expect to do a 
profitable business. Mr. Soule warned 
against the tendency to fill stores with 
cheap, low quality merchandise. People 
do not want price alone, he said; they 
want value. They are beginning to dis- 
trust unknown merchandise of doubt- 
ful value. Despite this fact, he went 
on, many merchants are obsessed with 
price, devoting their efforts to low 
price, low grade goods to the virtual 
exclusion of standard goods. The hard- 
ware profits of the future, he said, must 
come from honest dollar values. He 
advised dealers to select their stocks 
with clearest possible insight into the 
needs and desires of customers, follow- 
ing a _ predetermined price range 


adapted to their needs. In buying he 
said, ask yourself these questions: 
Will it sell? Will it give satisfaction? 
Will it pay a profit? 

He stressed the lowness of stocks, 
and declared that nothing kills con- 
sumer confidence so surely as being 
out of merchandise. 

At the close of this address, Past 
President Russell M. Sanders summar- 
ized the convention in a few well chosen 
words, after which the delegates went 
into executive session for the consid. 
eration of committee reports and 
routine business. The following of- 
ficers were elected for the ensuing 
year: 

President, Wm. H. McGaw; first 
vice-president, Harold Moore; second 
vice-president, H. S. Chadbourne; di- 
rector for one year, Frank M. Peter- 
son, Worcester, Mass. (to succeed H. S. 
Ramsdell); director for three years, 
A. W. McFarlane, Wollaston, Mass.; 
Frank E. Loud, South Weymouth, 
Mass.; John D. Hamilton, Clinton, 
Mass.; George R. Osborne, Holyoke, 
Mass. 

The convention then adjourned. 
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SATISFACTION ASSURED 


For DEALER and POULTRYMAN 


Quality merchandise always wins and holds 
friends for the dealer through giving extraor- 
dinary service to the user. “Moe Line” poul- 
try equipment is made in a quality way from 
quality materials. It always creates good 
will for the dealer who sells it and pro- 
vides enduring use for the man who buys it. 


morscen UOEFT & COMPANY 


Chick Fountain 2395 wavis Street eC Chicago, Ill. 
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AT EK XS Cutters 


are 
the BEST 
LANDON P. SMITH, Inc., IRVINGTON,N. J. 








| 7 THE NEW 
— FAST SELLING 


PACKAGED NAILS 


No weighing—no loss in selling as 
with bulk nails, your customers 
get more and better nails to the 
pound. No scales, paper bags, or 
twine needed. Clean and easy to 
handle. The convenient way to 
handle nails for you and your cus- 
tomers. 





Handsome display stand gettened for dealer. Holds 
assortment of 140-5 Ib. Oecupies small 
space—gets instant FO nee Ao rapid turn- 
over. For further information, write direct to 


NORTHWESTERN BARB WIRE CO, 
STERLING — Since 1879 = ILLINOIS 








A New Salesman For You 


Our Small Style ‘‘C” 
Counter Displays of 


MOORE 
PUSH-PINS 


and 
Push-less Hangers 
(Show 12 packets) 


attract much attention and 
speeds up profits. 


*/PUSH-LESS 
HANGERS 


TO HANG UP THINGS 
HOLDS nde POUNDS t 
= ——— 














Your Jobber will supply 
you promptly. 


Moore Push-Pin Co. 
Philadelphia, Pa. 


HA ee WITH THE TWIST 
THE 























p BRUSH-NU vei 


BALTIMORE MARYLAND \ 

















The symbol of 


quality in chain 


There is an ACCO Chain for every 
industrial, farm and home purpose 
—in bulk or made into specialties. 
Concentrate on this profitable 


quality line. Made by the world’s 
largest manufacturer of welded and 
weldless chain. 


AMERICAN CHAIN CO., Inc. 
Bridgeport, Conn. 
Makers .of the Famous Weed Tire 
Chains 


MARCH 17, 1932 











NICHOLSON FILES 


sell to a market only limited to 
the number of human hands. 


Your jobber carries a com 
plete stock of Nicholson File 


NICHOLSON FILE COMPAN 
Providence, R.1., U.S.A. 


--A FILE FOR EVERY PURPOSE 


STANDARD xu Anda 


Known everywhere by name 
and recognized as the stand- 
ard friction tape of the coun- 
try—Bull Dog Friction Tape. 
Nationally advertised. 1, 

2, 4 and 8 ounce rolls. 
In full color cartons 
packed in full color dis- 
play containers. 


BULL DOC 


FRICTION 


TAPE woes 
BOSTON WOVEN HOSE & RUBBER CO., Cambridge, Mass. 
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CLASSIFIED OPPORTUNITIES 


Samples of merchandise, literature, catalogs, etc., requiring more than. ordinary reforwarding postage should not be addressed to box numbers. 





POSITIONS WANTED 


Special Rate, One Cent a Word; Minimum Fifty Words 

Advertisements from pted free of charge; inserted in two 

eensecutively weekly issues. Box number address may be used. All replies 
will be forwarded by us post paid. 





BUSINESS OPPORTUNITIES 


Set Solid, Minimum of Five Limes........cceccseccececcesees 
l-inch Box Display.........++:+ 
Four Consecutive Insertions, 10 Per Cent Discount 


$3.00 
$5.00 


Peete eee eres eeeseswereseees 














General Sales Manager 


An executive, analytical and with a successful record 
for producing profits from both national and foreign 
markets. 

American, age 40, married, speaks Spanish and 
Portuguese. Knows the practical application of 
economic research, sales and market analyses, having 
made such studies for several nationally known hard- 
ware manufacturers. 

Has wide personal acquaintance among jobbers and 
dealers of hardware, mill supplies, plants, auto 
accessorieis, shoe findings, industrial plants, rail- 
roads, mail order and chain stores. 

A personal interview may develop some new ideas on 
your present-day marketing problems. Am free to 
go anywhere. 


Address Box No. J-718 care 
HARDWARE AGE, NEW YORK CITY 

















POSITION WANTED-+Hardware Salesman with ten years’ experience 
as a hardware jobbers salesman, ten years’ experience as a salesman for 
hardware manufacturers and two years’ experience selling advertising to the 
retail hardware trade, desires position with a high-class Christian firm. 
Eastern territory preferred. I am 46 years old, married, and can furnish 
A-1 references. Address Box J-723, care of HARDWARE AGE, New York City. 





experience in both 
paint and household 
Capable of taking 


with twenty years’ 


RETAIL HARDWARE MAN 
sporting goods, 


retail and wholesale hardware business, 








supplies. Forty years of age, sober and industrious. i 
charge and handling men. Can furnish first-class references. Free to go 
anywhere. Middle West or South preferred. Address Box J-603, care 
of HARDWARE AGE, New York City. 

EXPERIENCED retail clerk acquainted with shelf, mechanics’ and 
builders’ hardware, plumbing and steam supplies, paints and varnishes, 


Can furnish character 


wishes position in New York Metropolitan area. 
Address Box J-670, 


references. Age 44 years. Not afraid to sweep floors. 
care of Harpware AGe, New York City. 


EXPERIENCED HARDWARE AND SPORTING GOODS SALES- 
MAN seeks connection. Fifteen years’ experience New England and the 








NATIONALLY known article, an exceptionally popular 

Summer item, Coast to Coast, is to be merchandised 
duect to Hardware Dealers and Merchants of kindred 
lines. Salesmen, here is your OPPORTUNITY. A liberal 
commission to go-getters with experience and a following 
in the big cities and adjacent territories. You must come 
well recommended. If you want a wonderful opportunity, 
write quickly, giving details as to ability, to 

HARDWARE DISTRIBUTORS CO., 

7427 West Chicago Bivd. Detroit, Michigan 














PARTNER WANTED—Modern Hardware, Houseware and Sporting 
Goods store, established twenty-five years in- Illinois agricultural and 
industrial city near Chicago. Only two stores serving immediate trade 
territory thirty-five thousand. Will need about $10,000 clean stock. Good 
location, good building, ample room for expansion. Bank difficulties 
compel owner to seek additional capital. Best of references. Address 
Box J-655, care of HarpwarE AGE, New York City. 


FOR SALE—48-ft. Heller Cabinet, swinging paneled door, fixtures; 10-ft. 
electric hardware sign; safe: cash register; Heller nail bin and revolving 
screw and bolt case. Will be sold at half original cost. Address SCAR- 
BOROUGH & KLAUSS CO., 810 Federal St., Pittsburgh, Pa. 








SALES REPRESENTATIVES WANTED 





Set Solid, Minimum of Five Limes........esscececceescseesss $3.00 
l-Inch Box Display........ wocececnsrecesesccecvess coccee 6B8O 
Four Consecutive Siseetlions. ‘Io Pee Cent isedinnt 

SALES REPRESENTATIVES WANTED-—Salesmen to sell year - round 
builders hardware specialty, needed in 90% of the homes, to retail trade. 


Give full details for handling, lines now selling, territory covering, expected 
commission on article selling to trade at $7.20 gross) DUPLEX SASH 
SPRING COMPANY, 311 Main St.. Peoria, Illinois. 


WE, REOUIRE several additional manufacturers’ representatives with 
following among retail hardware dealers to sell our superior line of lawn 
sprinklers and accessories. 15% commission and exclusive territory. Give 
full details in first letter. Address Box J-640, care of HARDWARE AGE, 
New York City. 


SALESMEN WANTED: 








Calling on retail and department store trade. 


To sell well-made line of Coaster Wagons. Straight commission. Exclusive 
territory. Many valuable territories open. Give full information in first 
letter. WHITE COASTER WAGON WORKS, Sheboygan, Wis. 





WANTED—Good Salesmen to sell a high quality line of axes and scythes 
on a commission basis. Salesmen of experience preferred. No objection 
to other lines being sold that do not conflict with above. Address RIX- 
FORD MANUFACTURING COMPANY. East Highgate. Vt. 








ROPE SALESMEN wanted for New Jersey, Delaware. Pennsylvania. 
New York. Michigan, Indiana. Sideline 5% commission. Address UNITED 
FIRRF COMPANY. 82 South Street. New York City. 


SALESMEN AND AGENTS wanted to sell our high grade Hack Saw 
Blades. _Commission basis. Exclusive territories. Address Box J-675., 








Middle West. Well and favorably known to the trade and can furnish 
the best of references. Address Box J-710, care of Harpware AcE, New care of Harpware Ace, New York City. 
York City. 
MAN OF 14 YEARS’ GENERAL HARDWARE EXPERIENCE; » SALES ACCOUNTS WANTED 
plumbing, heating and some electrical and farm machinery experience. | Seg Solid, Minimum of Five Lines.........sccccccccccccceess $3.00 
Am 35 years of age, married, and willing to go any place in the States Ste Mk BEE... os5 bas oe ok bon oes ae sath 


or Canada. Address Box J-706, care of HarpwAre AcE, New York City. 





HARDWARE SALESMAN with an established trade would like to make 
connection with a manufacturer or jobber to represent them in territory 
adjacent to St. Louis. Have a good, clean record and gilt-edge references. 
Address Box J-724, care of Harpware Ace, New York City. 





WANTED—Position managing hardware store. Twenty-nine years’ ex- 
perience in general hardware, also builders’ hardware and building material. 
Iave had fourteen years’ experience managing large hardware store. Ad- 
dress Box J-726, care of HarpwarE AGE, New York City. 





desires sales connection representing a 
calling on furniture manufacturers 
Address Box 


AGGRESSIVE YOUNG MAN 
manufacturer of hardware accessories, 
or woodworking trade. What proposition have you to offer. 
J-716, care of Harpware AGE, New York City. 





ALL-AROUND MACHINIST and A-1 Acme screw machine set-up man, 





7 references. Address Box J-717, care of HARDWARE AGE, New York 
ity 

BUSINESS OPPORTUNITIES 
-y tay ding + ss hahingnenethes asanidagletehiahe eben tae eee ee Te $3.00 
Pe tdi tens such sambokbesocscesestbas es - $5.00 


Four Consecutive Insertions, “10 ‘Per Cent ‘Discount 





FOR SALE, established hardware store carrving line of builders’ hard 
ware, house furnishings. farm machinery. etc. Well located on a princinal 
business street in New York State. Modern fixtures and a suitable build- 
ing. Total value well above $50.000.90. Terms r to re 
parties. Address Box J-687, care of HArpwarE Ace, New York City. 
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Four Consecutive Incertions, ‘i0 Per Cent Discount 








Sales Representative With Office and Sales Staff 


located in New York City can cover thoroughly Eastern 
territory. Capable of handling electrical goods and gen- 
eral hardware. Will invest moderate capital if proposition 
warrants. Address Box J-722, c/o Hardware Age, New 
York City. 














WE NEED one more good line for Hardware and Electric Jobbing and 
Retail Trade for the Eastern Seaboard. Now representing one of the larg- 
est manufacturers of Electric Fans and Ventilators in the country. Wide 
acquaintance with Electric, Hardware and Department Store trade. Ad- 
dress JOHN E. McCRADY, 2 East 23rd Street, New York City. 





MANUFACTURERS REPRESENTATIVE, wishes additional lines for 
central New York and surrounding territory. Excellent following in hard- 
ware and building trade. Prefer builders hardware and other staple items. 
Only lines of merit will be considered. Address Box J-719, care of Harp- 
WARE AGE, New York City. 





SALES ACCOUNTS WANTED—Competent representation offered to 
manufacturers of items pertaining to the hardware trade who desire intelli- 
gent sales effort on a commission basis in New York and New England. 
Address Box J-721, care of Harpware AcE, New York City. 








LINE WANTED—Traveled State of Texas several years selling Gen- 
eral and Builders’ Hardware and Department store trade. If you want 
Texas business have permanent and profitable line. Address Bex J-686, 
care of Harpware Ace, New York City. 


HARDWARE AGE 
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50 years on a DOOR 
good for fifty years more 











YJ iWNN 


Notabene 


(The solid bronze Bommer Spring Hinges swinging the 
big front doors of the old Bank of Manhattan at 40 Wall 
St., New York, since 1880 were still in excellent condi- 
tion when that building was demolished in 1929 to be 
replaced by the new Bank of Manhattan skyscraper of 
73 stories which is also equipped with Bommer Spring 
Hinges—truly an astounding record. 


These Historic Hinges can be seen at our factory 


TRADE MARK 


Millions and Millions of People 
are Pushing Bommer Spring Hinges 
when opening doors 


Factory at Brooklyn, N. Y. 





A GOOD GRIP 

















WITH SUCTION RUBBERS 

























AN ECONOMICAL GIANT 


KIMBALL i | 





ELEVATORS 


Rugged, compact 
and efficient, these 
light Electrics 
come with frames 
sawed, drilled and 
fitted ready to in- 
stall—low initial 
cost and low up- 
keep. 








Tell us the task 
you wish it to 
perform and we 
will give data 
on machine you 
require. 











KIMBALL ELEVATORS 
KIMBALL BROS. CO. 


1205-19 Ninth St. Council Bluffs, Ia. 











5AA 
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Right now there is a big mar- 
ket for suction rubbers at all of 


the retail stores in your com- 
munity. Now, more than ever, 
dealers are realizing the impor- 
tance of “specials” hung from 
the side walls, mirrors, and win- 
dows of their stores. 








Display signs and ofher ob- 
jects mav be easily attached to 
any glass or varnish surface by 
using these suction rubber cups. 


SEND FOR CATALOGUE. 


A complete description of the 
various sizes and types. 


The ELASTIC TIP COMPANY 


370 ATLANTIC AVE. 


BOSTON , MASS. 


Superior 
Hexagonal 
Netting 


now comes to you 
made from Copper 
Bearing Steel wires 
(.20% pure copper). 
Gives much longer 


life. 





At Your Jobber 


G. F. Wright Steel 
& Wire Co, 


Worcester, Mass. 


LU DATO) 


HARDWARE AGE. 














This powerful display in four 
colors will be sent free to 
every Hardware Merchant 
selling Osborn Brushes. Size 


of display 25%" x 37%". 


Modern Brush Selling 


Y COMBINING an effective display of paint with brushes, the merchant 








opens the door to bigger sales of both products. » » » An unusually 
effective window display card lithographed in full color makes a powerful 
centerpiece for a combination paint and paint brush display. This and other 
sales helps are available for the merchant who sells Osborn Brushes. » » » 
For Better Business and More Profits . . . SELL OSBORN BRUSHES. 


THE USBORN MANUFACTURING LOMPANY 


5401 HAMILTON AVE. CLEVELAND, OHIO 
Branch Offices: New York + Detroit + Chicago - San Francisco - Los Angeles 






"FOR YOUR CONVENIENCE 
Fill in your name and address and return to us. 


You will receive your display promptly. 


NAME 
es STREET _ 
CITY ’ By): es 
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GENERAL 


WASHINGTON 


bel CY T= oh Ul ae a 


tt Qed 


SU PER-FU RNACE 


Wins Nation-wide Success 


Against the resistance of halting business, 
the Washington Hot-Blast Super-Furnace 
fires on to success! Other heater sales 
have “cooled down”—but the Washing- 
ton is “h-o-t”’! 


An innovation that instantaneously met the 
popular fancy! Unbelievably efficient — Dar- 
ingly beautiful — Sensibly priced. Such a 
combination captured nation-wide public ac- 
ceptance and is bringing good profits to Wash- 
ington Dealers everywhere. If you haven’t 
investigated this new idea in heaters, do so to- 
day! It will pay you well. 


The ine Down Draft Hot-Blast... 


Burns all the smoke and 

soot and increases heat- 

ing efficiency. Specifica- 

tions of each of the seven 

sizes are based upon the 

furnace manufacturers’ 

standard requirements 

that provide for an area 

of radiating surfaces 

twenty Gases the grate The General Washington 

areas. Washington Hot- Witte atts tea” 

Blast Super-Furnaces have ae ae ee 

2 to 3 times greater radi- 

Ot cinema go agp The very latest and most beautiful 
same sizes of cabinets and finish — Burl Walnut with Two-tone 


fi ts. , 
ee Maple Trim 


GRAY & DUDLEY COMPANY « Established 1862 © NASHVILLE, TENNESSEE 


HARDWARE AGE 
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